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= My, I heard it from a Castaway 


Who heard it from a Carter, 


ea Who heard it in the local when 
‘a From a Liquorice All-Sorter, 

3 ; Who sat between a Sailor Punch 
heh And s Sode-water Squirter, Starts 


eee And said it was in 
| this week's 


ON SALE TODAY 6d. 


something.... 


“ Thank you for forwarding the letter from Messrs. 
of Demerara... . The writer recollects that 
one of our most satisfactory export accounts was 
opened as a result of an advertisement in PUNCH” 
From a famous firm of biscuit makers). 


Rey. “Just before the war a firm of pump makers used to it 
ou a oy advertise in PUNCH an electrically operated pump. 
pe Would it be possible for you to let me have their a 
Ge name and address ?”’ (From a reader in Ceylon). going 
i ° “1 would be most grateful if you could supply me 
ee, 


with the name of a firm which, before the war, used 
to advertise in your page Shetland wool dressing 
gowns, also plaids” (From a reader in California). 


Punch advertisements keep going—through the 
world, across the years. 


expect to go far with PUNCH 


{OHN L. VERRINDER, ADVERTISEMENT MANAGER, “PUNCH,” 10 BOUVERIE STREET, LONDON, B.C "PHONE : CENTRAL. 9:6: 
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Cc AST -OFF AID 


A device designed to help 
typographers to assess accurately 
the space required for a given 
number characters has been 
produced by Mr. F. Blain, a 
typographer with Rumble, C row- 
ther & Nicholas Lid 

The device consists of three 
sets of “graphs,” or horizontal 

in each size from § pt. to 
pt., including all odd sizes 
sheet gives sizes from 7 to 
w.. with If pt. to 44 
leadi ng 

ine method of working is 
typographer receives the 
with type area indicated 
then casts off the copy The 
number of words is divided by 
the number of characters per line 
of the chosen type, the result 
giving the number of lines of 
copy. 


LLP.A. lettshans 
Group Ke-Formed 


The pre-war Associates discus 
sion group of the Institute of 
Incorporated Practitioners in Ad 
vertising has recently been re 
formed Its obiect is to enable 
young and newly lified Asso 
ciates to mect and talk over 
matters of common interest 


qua 


Scottish Silk Screen 


Printers Officers 

At the annual meeting of the 
Scottish Silk Screen Printers and 
Display Association Mr Alex 
ander Barr was appointed presi 
dent, Mr. R. Girdwood, secretary 
and Mr. W. Patterson, treasurer 

The retiring president, Mr 
George Stewart, was presented 
with a brief case by the members 


Hulton and Gillette 


Join Betro 
Hulton Press Ltd. and Gillette 
Industries Ltd. have joined the 
British Export Trade Research 
Organisation 


“Approach Direct Mail As You 
Would a Pretty Girl” 


“Approach direct mail as you 
would approach a pretty girl 
Survey the potentials, plan your 
approach, test the reactions. Then 

when you know the possible 
results——-go to it in a big way.” 

This advice was given by Mr 
Martin H. Perry, managing 
director, Direct Mail Centre, to 
a tea-time meeting of the British 
Direct Mail Advertising Associa- 
tion at the Waldorf last week 

Research for direct mail, as for 
any other form of advertising, 
merely meant asking the right 
questions from the right people. 
Items which should be examined 
included the product itself, past 
sales records, and buyers and 
potential buyers. Questions 
might well be asked by post with 
every expectation of a good 
response at low cost. 

Given this basic information a 
direct mail campaign could be 
planned by building an accurate 
index of potential buyers, exclud- 
ing all on whom a perhaps ex- 
pensive set of mailing literature 
would be wasted “Don't ask 
how many names, " he advised 
“but how few real prospects can 
be listed.” 

Finally the results of all this 


PUBLICATIONS NEWS AND 


research and planning must be 
tested with pilot shots. There 
should come a point, after such 
testing, when a direct mail cam 
paign can be planned backward 
It was possible to establish the 
number of replies which can be 
expected per 1,000 shots “= 
then we know how many inquiries 
a salesman can handle, we are 
able to decide how many inquiries 
per week or month are needed; 
We can mail a quantity sufficient 
to produce just that number.” 


Fesruary 16, 1950 


To Represent Minga ay Publications 


W. Horace Biggs Press Organ- 
isation Ltd. have been appointed 
London advertisement and sub- 
scription representatives of the 
Mingay Publishing Co., Pty 
Ltd., of Sydney, Australia. 

The Mingay publications in- 
clude Radio Electrical Weekly, 
Australian Advertising Rate And 
Data Service and some technical 
annuals. 

The first named celebrates its 
twentieth anniversary on March 
1, and A.A.R.D.S. has been pub- 
lished over four years The 


NOTES 


Articles by the 
Chamber of Shipping, the chair- 
man, Liverpool Steam Ship 
Owners’ Association, and Lord 
Ammon, chairman, National 
Dock Labour Board, are among 
the authoritative contributions to 
the Journal of Commerce Annual 
Review of shipping, shipbuilding, 
marine engineering, and civil 
aviation There are more than 
twenty articles, illustrated by 
photographs of ships, engines, 
furnishings, and by diagrams. Of 
the 424 pages, plus covers, 269 
are advertisements, a number 
being in colour 


president, 


A reproduction of a picture of 
a I7th century printing shop ap- 
pears on the front page of a book 
production section included in 
last Monday's Times Literary 
Supplement, [Tradition and pro 
gress in printing, the evolution of 

: private Press, and the possib: 
lities of photographic type-com 
position are among the subjects 
of articles. Of the 16 pages in 
the section, about half are occu- 
pied by finely printed advertise- 
ments 


From the March issue Com- 
bustion Engineering wil! become 


the official journal of The Com- 
bustion Engineering Association 
Circulation will become 10,000, 


LETTERS TO THE EDITOR 
ARE HELD OVER UNTIL 
NEXT WEEK 


and the journal will be published 
monthly instead of bi-monthly 
Subscription and advertisement 
rates will be unchanged. 


From the spring issue the 
design and production of 
Embroidery, organ of the Em- 
b: iderers’ Guild, will be under- 
t > by tt Roger Smithells 
Editorial Service. New make-up 
and a new two-colour cover have 
been designed 

Acronautics export number, 
just published in three languages, 
tells the story of British aviation 
advances during the past year. 
There are 51 pages of advertising, 
including 14 in full colour, in a 
128-page issue. 

The first 20-page 
Television Weekly 
pages) is to appear on March 3. 
This journal celebrated its first 
complete year of publication last 


issue of 
(hitherto 12 


1950 broadcasting 
A.A.R.D.S. will be rele aaed 
Sydney this month and tl 
paper edition in M. ay; t 

media 

about Ser 


edition of 


A.A. EXAMS 


Examinations for the Advertis- 
ing Association Diploma ar 
be held from May 9-12 

Entries must be received by the 
Advertising Association not later 
than March 1. 


week, and sent 
cake to advertising 
papers, and others Advertise- 
ment rates have recently been 
reduced, from £25 to £20 per 
page 


pieces of bir 


thday 


agents, news 


The current issue (No. 1, 1950) 
of British Vogue Export Book (a 
Condé Nast publication) is 
signed mainly f j 
Full colour pages show autumn 
fabrics and new and 
designs in wool, and 
rayons. 


The February 14 issue of 
Farmer and Stockbreeder claims 
‘the largest area of paid space 
ev carried by any weekly agri- 
cultural journal in the British 
Isles in a normal edition 5,000 
square inches, displayed and 
classified 


colours 
cottons 


From Mar ch | 
have 
heavier 
Colour 
troduced about once a 


The Field will 
more ps . and will use 
and be quality paper 
supplements will be in- 
month, 
pages in 
advertisement 
rates will be 


giving two full-colour 
the editorial and 
sections Special 
charged for these pages, which 
will be facing matter A.B.C 
figures show that circulation has 
now reached the highest weekly 

1 the history of the journal 
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WATERT ABG FIGURE 


PROLLY BMAWUEE, ADVARPISUMENT DIRECTOR, CouvKs PREFA EEO. BO pe, Lore: . 
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THE PENROSE ANNUAL 1950 


The Penrose Annual for the FIRST time in it 
History, is including a specimen of Mechaniseq 


Screen Printing as acontribution to the Graphic Art¢ 


We are the FIRST firm in Britain to have th 
privilege of contributing an example of our craf 


in this World famous publication. 


il @ 


review of the graphee — 


Ac last year's B.I.F. we demonstrated and afterwards 
installed the FIRST McCormick Screen Printing Machine. 
We were, in fact, the FIRST IN THE WORLD to 
mechanise our factory with these new machines. We 
can handle runs up to 10,000 with ease, saving you time “x : 7s 
and money. The process is unequalled for posters, THE HIT OF THE SHOW The McCormick machine being 

demonstrated at the U.S. Screen Printing Convention 
Picture reproduced from 
“Display” January 1950 by 
courtesy of Dane & Co., and 
the publishers. 


he 


showcards and all forms of sales-advertising matter. 


20 years ago we were among the FIRST to 
pioneer the art of Silk Screen Printing. To-day 
we are the FIRST to give actual working 
demonstrations of Mechanised Screen Printing 
at Trade Shows. 


SEE US AT THIS YEAR’S B.1.F.@ 
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Housewives 
NORTHERN IRELAND 


WILL READ youn 


Adverticeme’aay 
Belfast Cele Telegraph, 


Housewives 
NORTHERN IRELAND 


WILL READ your oy 


Mer oer 
Belfast Telegraph 


Blackburn Promoted 
“ Express” General 


dverti ser’s 


Weekly 


The Organ of British Advertising 


Vol. 147 No. 1,915 


THURSDAY, FEBRUARY 16, 1950 


B.B.C. Journal Carries Slashing 


Criticism Of U.S. 


Commercial Radio 
“DEGRADING THE PEOPLE’S TASTE” 


A slashing criticism of 


radio and television in the 


U.S.A. is made in an article by Robert M. Hutchins, Chancellor 
of the University of Chicago, which takes pride of place in the 
issue of B.B.C, Quarterly published this week. 


Publication of the article, 


in which it is asserted that the 
U.S. radio industry is “degrad- 
ing public taste”, is significant 
in view of the fact that the 
Government-appointed Broad- 
casting Committee is at present 
conducting its inquiries, and 
that the B.B.C. is known to be 
strongly opposed to commercial 
advertising. 


The following is an extract 
from the article, which is entitled 
“The State of American Radio.” 


“American radio is not made 
in the image of the American 
people; it is made in the image 
that advertising men would like 
to create. In 1946 the Federal 
Communications Commission 
reported that 76°8 per cent of the 
available audience during the 
soap-opera hours reported that 
they had their radios turned off 
altogether. Soap opera seems to 
be at best a 23:2 per cent correct 
image of the American people. 
And of the 23-2 per cent who 
had their radios on during the 
soap-opera hours, we can suppose 
that a large proportion were 
listening—if they were listening 
to the soap operas because there 
was nothing else to listen to 
Actually most Americans do not 
listen to the radio even when it 
is turned on 
Director of Radio at the Univer- 
sity of Chicago, has said: 
and help fill the loneliness of 
American life.” 

“In the second place, an audi- 
ence cannot be expected to 
demand something it has never 
heard of The American audi- 


ence suspects that radio could be 
better than it is. But since the 
advertiser aims at the mass, since 
the safe way to aim at the mass 
is to aim low, and since the over- 
whelming proportion of radio 


‘THE ELECTION AND 
ADVERTISING 
In This Issue— 


“How Will Advertising 


Page 
266 


“Will They Be M.P.s?” 
Some notes about some 
advertising men who are 
candidates, and their 
prospects (“Mainly Per- 
sonal”) ... 


As George Probst, | 


‘The | 
noise is left on to go on and on | 


shows are produced by adver- 
tisers, the American audience has 
had litttle experience, except in 
the field of music, on which to 
base a demand for improvement 
of a specific kind 

“In the third place American 
education is waging an unequal 
struggle against the vulgarity of 
what is called the media of mass 
communication. Comic books 
and Betty Grable, the Lone 
Ranger and Milton Berle are the 
diet of our children. Even a 
perfect educational system—and 
the American education system 
is far from perfect—would have a 
hard time setting up an effective 
cultural opposition to the storm 
of trash and propaganda that 
now beats upon the American 
from birth 


“Finally, the radio industry 
disclaim any obligation § to 
improve the people's taste. 
Actually they know very well that 
they are degrading it. We have. 
therefore, one of the greatest 
instruments of enlightenment and 
one of the greatest triumphs of 
the human mind employed almost 
exclusively to debase those whom 
it might enlighten and ennoble 
The outlook ts no better; for the 
cost of financing _ television 
through its early stages has had 
to come out of the profits of the 
radio industry Since profits 
come first, all networks have 
reduced the tiny staffs and bud- 
gets assigned to educational and 
cultural programmes. Nobody is 
305) 


(Continued on page 


Manager 


Blackburn, 
general 


Mr. T 
assistant manager, 
Daily 
Express, of 
which Mr 
E. J. Robert 
son is chair 
man and 
managing 
director, and 
the Hon 
Max Aitken, 
vice - chair 
man 

Mr. Black 
burn joimed 
the Daily 
Express m 
1927 on the 
circulation 
side, and among the 
which he has held are 
thon manager; 
Glasgow and general 
Manchester, general 


T. Blackburn 


Evening Standard for 
years 

He is a director 
sidiary companies, 
a member of the 
Rationing Committee for 
years 


APPLICATIONS CHAIRMAN 
advertisement 
has 


Mr. W. Memory, 
manager, News Chronicle, 
been appointed chairman, News 
paper Proprietors’ 
applications committee 


ADVERTISEMENT DEPARTMENT REPRESENTATION © 
NORTHCLIFFE NEWSPAPERS GROUP 


W. F. PETERS 


Representing 


The Citizen 


Gloucester (Even) 
Gloucester Journal 


(Weekly) 
CARMELITE HOUSE ° 


LONDON * E.C.4 CEN. 6000 


hitherto 
has 
been promoted general manager, 


Positions 
circula- 
general manager, 
manager 
manager, 
Sunday Express; general manager, 
eight 


of London 
Express Newspapers and its sub- 
and has been 
Newsprint 
some 
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WHAT IS WRONG WITH BRITISH ADS. IN 


U.S.A.? 


Sir Cecil Weir Heard Much Criticism: 
D.E.B. Issues Another Advice Booklet 


N.T.P. Editors Found Out 


Sir Cecil Weir, chairman of the 
Dollar Exports Board, heard a 
considerable amount of criticism, 
during his visit to the US. 
and Canada, of the way British 
goods are being advertised in the 
North American markets 

Some British firms with a sub- 
stantial trade were doing some 
very intelligent advertising, he 
told a Press conference on Mon- 
day; but others might well be 
wasting their money. He strongly 
urged that exporters unfamiliar 
with the market should consult 
the Board's advertising advisory 
council 

Canada, he said, was willing to 
give our goods a fair chance, but 
we had to sell them, and he em 
phasised the importance of mar 
ket research and of the help that 
could be afforded by such organ- 
isations as the British Export 
Trade Research Organisation, and 
by the office which the Federa 
tion of British Industries had 
opened in Toronto 

Care should be exercised in the 
use of mail ordet advertising, he 
told a questioncr; it could do 
more harm than good if the pro 
ducts were not available 

He had been surprised how 
many British goods there were on 
display in the shops, “It is my 
opinion,” he said, “that the 
American people are waking up 
to the fact that a two-way trade 
is as important from their point 
of view as from ours. I have 
no doubt that if we push our 
g00ds in the right way and adopt 
the right sort of market research 
and techniques, we shall have a 
good chance of getting a larger 
share of the American market 
than at present.” 


al . 
How To Advertise 
* 
Economically 

Dollar Sales—Advertising and 
Sales Promotion” is to be the 
second of the three booklets that 
the Dollar Exports Board is issu 
ing on the marketing of British 
goods in the U.S.A. and Canada 
It wil be published next month 

This is announced in the first 
of the series, Dollar Sales—Con 
sumer Goods, which has now 
been published, and which has 
been written by business men for 
business men to give advice to 
British firms seeking to enter the 
North American markets or to 
merease their sales there 

A special section-——forerunne: 
to the second booklet—urges the 
importance of advertising and 
sales = promotion, packaging, 
demonstrations of the product, 
display cards and other point of 
sale advertising material, hoard- 
ings, Press and radio advertising. 


or such devices as free samples. 
“Distributors and retailers expect 
demand to be ready mad.” 
After emphasising the impor- 
tance which the North American 
consumer attaches to easily re- 
membered brand names, the 
booklet says “By careful selection 
of the most likely prospective user 
of your product, and thus of the 
most effective media for your ad- 
vertising and other forms of sales 


promotion, it is possible to ad 
vertise economically. You 
will want to have a basic under- 
standing of this highly developed 
technical field, which is just as 
technical as, say, cost control.” 
The booklet was compiled by 
a working group under the chair- 
manship of Mr. Laurence Hey- 
worth, director in charge of 
overseas marketing, Lever 
Brothers & Unilever Ltd 


Why Textile Survey Won Praise 


Over 600 letters of congratula- 
ticn and appreciation, about half 
of them from U.S.A., have been 
received by the National Trade 
Press in respect of its Annual 
Survey of the British Textile 
Industry, more than 12,500 copies 
of which were sent overseas last 
November, 

A spokesman for the National 
[rade Press told ADVERTISER'S 
WeEKLY this week that this suc 
cess is attributed largely to the 
fact that six points of criticism 
of British advertising in the 
U.S.A., noted by two N.T.P 
editors who studied the question 
there, were taken into considera 
tion when the Survey was com 
piled 

The American critics praised 
the editorial content of British 
trade journals, but said of their 
advertisements that 


some were crude.  old- 
fashioned and cheap looking; 
some were too vague to sell 
inything—advertisers imagined 
that they and their products 
were more renowned than was 
the case; 

in some it was difficult to see 
quickly what product was being 
offered; 

in some cases there were no 
means of telling to whom the 
advertisement was directed, 
¢.g., to small custom tailors or 
to wholesalers; 


superlatives occurred too 
often-—prices should have been 
quoted, in spite of local varia- 
tions—buyers were definitely 
interested in high quality goods 
at comparatively low prices; 


advertisers’ lack of apprecia- 

tion of fashion, and the absence 

of the light informative touch 
in textile advertisements, 
weakened appeal. 

The sponsors of the Survey de- 
cided that all these points would 
be observed, and developed a 
‘new technique in cataloguing.” 
They presented the reader with 
hard factual information, with 
colour pictures of cloth samples, 
and gave such data as width, 
weight and price, so that buyers 


could actually order from the 
page. 
Mr. E. H. Castello, of the J. C. 


Penney Co. Inc., of New York, 
which has more than 1,600 de- 
partment stores throughout 
America, with an annual volume 
exceeding $800 million, wrote: 
‘It is one of the best reference 
books and directories that we 
have had the pleasure to study 
It was complete and informative.” 

Mr. V. G. Sherren, deputy ad- 
vertisement director, N.T.P., is to 
fly to America in May to make 
a general market research on 
behalf of the textile trade, and 
to ascertain what U.S. textile 
buyers want to learn from our 
trade journals. 
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Typographers 
Guild Layout 
Contest 


The results of an advertisement 
layout competition, the first of 
its kind organised by the British 
Typographers Guild, were an 
nounced on Tuesday, when 
Mr. Caspar Mitchell, president. 
presented cash prizes to those 
winners who could be present 

The layouts were criticised by 
Mr. T. Wilson Philip, who with 
Mr. Caspar was on the panel of 
nine judges.. 

Winners were: Members’ class, 
D. P. Harrison (Rumble, Crow- 
ther & Nicholas) 1; Maurice F 
Couzens (J. Walter Thompson 
Co., Ltd), 2; John L. Nesbit 
Uohn Corah & Sons Ltd, Lei 
cester) 3, Associates’ class, J 
Gordon Clark (Philip Park Press, 
Manchester) 1; Arthur Stokes 
(Parke Davis & Co.) 2; Miss 
Valerie D. P. Scott (J. Walter 
Thompson Co., Ltd.) 3; A. C 
Hawkins (Service Advertising 
Co., Ltd), highly commended 
There were 11 entries in the 
Members’ class, and 13 in the 
Associates’ class. Prizes in each 
class were £2 2s., £1 Is. and 10s 


* GUARDIAN” PARTY 
FOR BOOK 
PUBLISHERS 


A number of leading men and 
women in the publishing business 
were among the guests at a cock 
tail party given at the Savoy 
Hotel, London, on Tuesday last 
week by the directors of the Man 
chester Guardian and Evening 
News Ltd. 

Among them were Sir Stanley 
Unwin, Mr. Jonathan Cape, Mr 
Victor Gollancz, Miss Christina 


Foyle, Mr. Walter Harrap, Mr. 
Frederick Muller, Mr. R. J. 
Pollitzer (Collins) and Mr 
Morley Kennerley (Faber & 
Faber) From the Council of 
Industrial Design were Mr 
Gordon Russell and Mr. Paul 
Reilly. 

Mr. L. P. Scott, accompanied 
by Mrs. Scott, was present as 


chairman of the host company. 
which was also represented by 
Mr. W. McMillan (director of 
advertising) and other advertise- 
ment and editorial executives 


41 the Manchester Guardian and Evening News party. 
Zuricher Zeitung’), Paul Reilly, Christina Foyle, Victor Gollancz 


Left to right: L. P. Scott, 


Dr. Egli (“Neue 
Andrew Dakers 
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4t the 1.A.M.A. dinner 
W. M. Tribute 
WM. Tribute, 


I 


and Mrs. Tribute 


This 1.A.M.A. 


Members of the org 
Mrs. Fielding, Paul Corbould, E. G Fielding. 2 


3—C. J. Rose, Mrs. 


¢ and their ladies 
Rose, Mrs. Woodgate. 


Left to right: Mrs 


WM. Wo nd gate, 


C. Gordon Hargrave, Mrs. Hargrave, Mrs. Chevallier 


Dinner Was 


A Success Celebration 


The annual dinner and dance 
of the Incorporated Advertising 
Managers’ Association, held on 
Friday at the Café Royal, 
London, was something more 
than an enjoyable social event. 
It was also a celebration, for, as 
the president. Mr ee 
Craddock, told the company, the 
past year or so has seen a rapid 
increase in membership, the estab- 
lishment of branches in Sheffield 


(Keystone photo 
chairman of 
Birmingham Publicity Association, 


LE. Luscott-Evans, 


and Mrs. Luscott-Evans. 


and Birmingham, and a most 
satisfactory all-round expansion 
of the Association's activities and 
influence 

But the toast list was short, 
ind speeches occupied only an 
interval in a long evening of 
festivity, admirably organised by 
4 programme committee compris- 
ing Messrs. Pau! Corbould (chair- 


man), N. Janes, € G Fielding 
ind W. M. Tribute 

Guests included both Mr 
Drummond Armstrong. director 
of the Advertising Association 
and Mr. Alan Whitworth, direc 
tor of the LS.B.A.. both of 
whom were cordially welcomed 
by Mr. Craddock. who referred 


to them playfully as the lion and 

the lamb. though no one seemed 

quite sure which was which! 
Expressing regret at the 


ibsence through illness of Mr 
RK. S. Forman, chairman of the 
Institute of Public Relations. 


Mr. Craddock said it was desired 
to bring about a closer working 


relationship between the Institute 
and the 1A.M.A., because the 
interests of the two bodies were 
in many respects identical. There 
has been some controversy as to 
which should be the boss, the 
P.R.O. or the advertising man- 
ager, but what really mattered 
was closer co-operation in pub- 
licising the product, service, or 
institution. 

Mr. Armstrong. in response, 
took the opportunity to congratu- 
late the LS.B.A. on celebrating 
its SOth anniversary this year, and 
added that the two bodies —the 
Advertising Association and 
1.S.B.A., had never been closer 
together in thought and inten- 
tion than to-day. One of the 
most important things that had 
happened during. the past 50 
years, in his opinion, was the 
development of organised adver- 
tising 

Mr. W. M. Tribute, chairman 
of the Association, proposing the 
toast of the president, said it 
was owing to his initiative and 
drive that during his year of 
chairmanship of the Association's 
Development Committee mem- 
bership had expanded by 
over 100. 


MORE EXTRA PAGES 


Up to and including February 
14, the following London morn- 
ing and evening papers had used 
the additional newsprint allowed 
them during the current rationing 
period to print the number of 
extra pages stated 


Daily Express 32 
Daily Herald 20 
Daily Mail 24 
News Chronicle w 
Fvyening News 32 
Evening Standard 4 
Star 4 


“COLLINS MAGAZINE” 


Reid, Walker & Co., Ltd., are 
relinquishing the advertisement 
managership of Collins Magazine 
jor Boys and Girls from the 
March issue. All advertising will 
in future be handled direct 
through the London office of 
William Collins Sons & Co., Ltd 


Transport Contract 
May Go To Mason 


Glasgow Corporation Trans 
port Committee have recom- 
mended that Frank Mason & 


Co., Ltd, be entrusted with the 
advertising rights on the City's 
transport 

The question will be debuted 
at a full meeting ef the Corpora- 
tion to-day (Thursday), the 
results of which are awaited with 
interest, particularly in view of 
the fact that at committee stage 
the decision to permit commer 
cial advertising was taken with a 
majority of two 

(SEF ALSO STOP PRESS) 


“Pictorial” Show 


Breaks a Record 

The National Exhibition of 
Children’s Art, sponsored by the 
Sunday Pictorial, has just com 
picted its season at the City Art 
Gallery, Leeds. While there it 
was visited by 33,862 people, the 
highest figure ever recorded for 
any exhibition at this gallery. 

The exhibition had formerly 
been shown in London and Man 
chester, and so far has been seen 
by over 92,500 people. It will 
next be seen at the Bristol Art 
Gallery. and the provincial tour 
will end at Nottingham. 

An ad. across seven columns 
inviting subscribers to the Sunday 
Times was inserted in the New 
York Times enemies 


Corbould, N. Janes, 
The president, H. W. Craddock, with Mrs. Craddock, welcome the chairman, 
Miss Sheilah Rose 


Mrs. Janes, 


S. Chevallier, 


Newnes to Launch a 
Television Monthly 


Designed to meet the ever- 
increasing demand of the tele- 
vision enthusiasts is Practical 
Television, a 94. monthly to be 
published by George Newnes 
Ltd. First issue, dated April, will 
appear on March 24 

Page size is 74 in. x S$ 7-16 in., 
and the advertisement manager is 
Mr. R. D. Young 

A promotion folder in red and 
white announces publication 
under the tithe “The new maga- 
zine for the newest market,” and 
states that Practical Television is 
designed to meet the ever- 
increasing demand of an impor 
tant new section of the entertain 
ment industry — the 
enthusiasts 


Sir William Crawford 
Sir William Crawford is doing 
well after his recent operation 
and has returned to his home 
from hospital 


TWO P.R. MEN ARE 
CANDIDATES 


Nominated on Monday as 
Liberal candidates for the elec- 
tion were Mr. Richard M. Phillips 
(East Ham N.), recently a P.R.O 


at the Ministry of Fuel and 
Power, and Mr. Geoffrey G 
Young (East Ham §&.), public 


relations consultant 


At the Silver Jubilee party of Greater London's Greater Press, held 


at the Savey Hotel, London, last week 


Left to right: S. V. Morrish, 


director of advertising; §. J. King (chairman) and Mrs. King; Mrs. 
Brown, Kenneth Brown (director and secretary); H. H. Norman 
(director): Mrs. Davies and H. R. Davies (director, Newspaper Society) 
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Ideal Home Exhibition 
Press Ads. Next Week 


Press advertising for the Daily 
Mail Ideal Home Exhibition will 
break on Monday. S.H Benson 
Ltd., the agents, have booked 
8 in. and 4 in. dc. spaces in 
selected national dailies and 
Sundays, London evenings, 
provincial mornings, evenings, 
and weeklies, and general interest 
magazines 

Posters on tubes, buses and 
railways have already begun to 
appear, 16 and 48 sheet posters 


4 replica of the house in this 
poster has been erected opposite 
St. James's Church, Piccadilly 
After dark the windows light 
up and curls from the 


chimney 


smoke 


are being placed in London and 
in the provinces, and a number 
of special sites have been secured 
in the central London area. De 
sign of the poster was executed 
by Erte Pulford, and printing in 
nine-colour lithography is by 
Haycock Press. The same design 
has also been adapted for the 
front cover of the catalogue and 
for stamps for exhibitors’ corres 
pondence 

The exhibition will again cover 
the whole of Olympia, with more 
than SOO exhibitors participating 
Among the more = spectacular 
stands will be that of Tate & 
Lyle. who are to instal a diagram 
matic model illustrating sugar 
production leading to an actual 
wrapping machine which will turn 
out pieces of lump sugar wrapped 
for cxport Another stand will 
represent a cocoa plantation with, 
it is expected, several negroes in 
attendance The New Zealand 
Government has brought over a 
typical single-storey house, which 
will be one of five full-sized 
houses to be shown at the exhib: 
thon 

As usual, the exhibition will be 
used by many firms to launch 
new products. Abbey Toys are 
introducing a new talking doll 
which will talk in English, French 


or Spanish, and Welwyn Stores 
are showing a crawling doll. 
Fisher (Oldham) Ltd. are bringing 
out a new washing machine, and 
advance copies of a completely 
revised edition of Mrs. Beeton's 
Cookery Book will be on show 

Among publications which will 
have stands are the Sunday 
Dispatch Nursery World, 
Ideal Home Magazine, Woman's 
Own, Homes & Gardens, and 
Good Housekeeping 


Royal Counties Group 
L.S.M.A. Officers 


Mr. W. H. FP. Geffers, who is 
a member of the Berks and 
Bucks Publicity Club, has been 
elected secretary of the local 
Incorporated Sales Managers’ 
Association, now known as the 
Royal Counties Group The 
chairman is Mr. D. V. Cantwell, 

the committee includes 
B J Turner-Smith, 

Courtney Embley, W. Page 

and A. H. R. Delens 


Hess To Speak In 
America 


Mr. Alan Hess, vice-president 
of the Institute of Public Rela- 
tions, is to address the Public 
Relations Society of America this 
year 

The Institute announces that 
Mr. C. L. Shaw, of the Brewers’ 
Society, has joined its Council, 
in succession to Mr. L. Fletcher. 

Mr. Roger Wimbush and Mr 
T. Fife Clark are to represent 
the Institute at the Royal Nether 
lands Industries Fair and the 
Genootschaap Voor Openbaar 
Contact at an international meet- 
ing of public relations practi 
tioners in Holland next month. 

On the suggestion of Mr. Lex 
Hornsby the Institute is consider- 
ing the possibility of meetings in 
Manchester and Birmingham in 
April and September, 


“CHRONICLE” HALF PAGE 


The News Chronicle re-intro 
duced a half-page space last weck 
The space will remain available 
so long as seven- or cight-page 
papers can be published. Rate is 
£1,540 


Enough Paper In Nine Months ? 


Mr. Philip Emanuel, adver 
tisement director of Odhams 
Press, told ADVERTISER'S WEEKLY 
this week that in his view tt may 
be nine months before enough 
paper is available for all periodi- 
cal publishers to carry out their 
expansion plans 

Mr. H. C. Tingay, managing 
director of Newnes-Pearson, has 
been discussing with the Board of 
Trade, on behalf of periodical 
proprietors, the problem that has 
irisen because production quotas 
for paper mills were not increased 
sufficiently to allow for demands 
by periodical publishers for the 
period after March 1, when 
consumption will no longer be 
otherwise controlled 

Mr. Emanuel said Odhams had 
proposed to use stouter paper for 
well as lengthening 
the page, but the former proposal 
had had to be shelved, though 
plans for the second were too 
far advanced to be modified 

The present situation 


British Motor Show 
In New York 

The first all-British motor show 
in New York will be staged in 
the Grand Central Palace Build- 
ing from April 15—-23 

The Society of Motor Manu- 
and Traders has made 
of £10,000 towards the 
expenses of the Exhibition and 
£2,000 has been given by the 
British Cycle and Motor Cycle 
Manufacturers’ and Traders 
Union 

There will be 
40,000 sq. ft. of exhibition space 

Publicity is being handled by 
Grant Advertising. New York 


Woman, as 


would 


facturers 


a grant 


approximately 


mean that sales of Woman, and 
probably John Bull and 
Illustrated, would have to be 
pegged, although at a new level 

Associated Iliffe Press find pro 
duction difficulties greater than 
those arising from paper shortage 
In increasing circulations 

Hulton Press state that 
pins are not affected 

The Board of Trade state that 
there would be enough paper. 
provided publishers’ demands 
were reasonable Supplies are 
ample. but for some types of 
paper not unlimited, because of 
the shortage of raw materials 


their 


NORMAN KARK’S 


Changes in the Government of 
Australia and New Zealand have 
brought renewed confidence to 

business men 
and adver 
tising people 
there, re 
ports Mayor 
Norman 
Kark, editor 


Bandwagon, 
Courier, and 
To-day, who 
has just re- 
turned from 
a journey 
embracing 
Australasia 
New Zea 
land, Hong Kong, Bangkok, and 
India 

Among the things that im 
pressed Major Kark were: the 
development of newspapers and 
advertising in both Dominions. 
the amount of advertising carried 


Aark 


Norman 
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Ad. Contractors 
Will Get Free 
Legal Advice 


The provision of some free 
legal advice to members and the 
decision to invite printers and 
blockmakers to become associate 
members, were reported at the 
annual meeting of the Advertise- 
ment Contractors’ Association 

Held at the Waldorf Hotel, on 
Tuesday, and presided over by 
the president, Mr. Philip Emanuel. 
advertisement director, Odhams 
Press Ltd, the meeting heard Mr 
M. D. Linton, chairman, say that 
some free legal advice would be 
available from a firm of solici 
tors. It was hoped to extend 
further facilities to members. He 
believed that membership of the 
Association could be trebled 

Mrs. R. Mitchell was appointed 
full-time secretary 

A code of employment and the 
Provision of some form of Asso- 
ction credential to members’ 
representatives were among many 
suggesfions made A quarterly 
luncheon may also be held 

he accounts for the Period 
March 29. 1949—January 4 
1950, presented by Mr. 8. D. V 
Rogers. hon. treasurer. showed 
1 balance in hand of £65 14s 

Mr. Emanuel was re-elected 
president and Mr. Linton, chair 
man The council consists of 
Messrs. M. D. Linton (Pyramid 
Press Ltd). C. J. Morris Uohn 
Morris Publicity Ltd), S. D. V 
Rogers (Allied Advertising Ltd.), 

Lewis (Malcolm Page Ltd). 

Barnett (G. | Barnett), R 
(Magnet Advertising Co.), 
Sheppard (Kent Services 


Svcial and Personal has trans 
terred its editorial and publish 
ing offices to 3 Palace Street, 
Dublin 


FAR EAST TOUR 


by the newspapers, the remark 
number and variety of 
Australian magazines, most of 
which carry advertisements of 
well-known British brands, and 
the lavish use of neon lighting 
in Sydney and Melbourne. British 
goods he found prominently dis 
played in the shops. British cars 
much more in evidence in 
Zealand than Australia 
gapore, he discovered, was al- 
most a hundred per cent British 
commercially 


Major Kark was asked, while 
in Sydney, to give three broad- 
cast imterviews, during which his 
views on Australian editorial and 
publicity techniques were sought 
He found that articles from 
Bandwagon were often used as 
sustaining material for Australian 
broadcast programmes 


Kark publications are widely 
distributed in Australasia and 
New Zealand by Gordon & 
Gotch Ltd 
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CLUB NEWS 


Regent Endowment Fund 
Passes £3,000 Mark 


The Regent 
Club Endowment 
passed £3,000, 
ther contributions 
will shortly 
£4,000 

Announcing this, Mr. J. H. 
Brebner, president, paid a warm 
tribute to the generosity with 
which the advertising and pub- 
lishing professions have responded 
to the appeal which he and Com- 
mander Alan Robertson-Mac- 
donald, chairman, launched, and 
which got off to a flying start 
with the munificent gift of £1,000 
by Viscount Kemsley 

An appeal letter sent out by 
Mr. Brebner last year pointed 
out that it would be impossible 
to get a renewal of the rental on 
the Club's premises at less than 
three or four times the present 
figure; that maintenance and run- 
ning costs had greatly risen, while 
it was unlikely that membership 
could be greatly increased; and 
that the Fund should enable the 
Club, when the lease expires on 
March 24. 1954, cither to offset 
the cost of the increased rental or 
acquire a building of its own 

Considering the value of its 
work in educating young people 
in advertising, it would be a 
tragedy (the letter urged) if the 
26-year-old Regent Advertising 
Club were unable to carry on 

The money, said Mr. Brebner, 
is to be invested in a separate 
trust fund 

Contributions received so far, 


Advertising 
Fund has 
and —sfur- 
promised 
raise the figure to 


F. John Roe, president of the 
Manchester Publicity Association, 
with Mrs. Jones, wife of the 
chairman, Norman Jones, at the 
annual dinner-dance of the Asso- 
ciation, on February 3. Nearly 
300 enjoyed the event, organised 
by Mark Parry, Northern adver- 
tisement manager, Odhams Press 
and W. E. Hill, who executed the 
stand which held the prizes 


Members of the Publicity Club 
of London are being invited to 
take part in a draw for a free 
trip to the Lyons International 
Fair on April 20-21, or a free 
gift casket containing silks and 
other products of Lyons 


totalling £3,254 10s. are as 
follows. The offer by one agent 
to contribute 100 guineas if nine 
others would do the same, has 
already produced « similar sum 
from nine agencies: 


Lond Kemsley 
Provincial Newspapers, Ltd 
Associated Newspapers, Ltd 


1. J. Astor 


Mather & Crowther, Ltd 

Colman, Prentis & Varley, Ltd 

Pritchard, Wood & Partoers 
Led 


W. 5S. Crawtord 


Seward, Baker & Co 

Alfred Pemberton 

Benn Bros 

Illustrated Newspapers, Lic. 
Tyntas Lid 

National Magazine Co 

Sun Printers, Ltd 


voodman 
W. H. Emmett & Co 
J. Walter Thompson, Ltd 
Hazell, Watson & Viney, Ltd 
Agnew, Bradbury & (« 
(Prench) 
Kutudte 


Crowther & Nicholas 


tat 
W. Hinks, J. Walter Thompsx 
Led. 


Left to right 


ineto vy Saga, Birmingham 


F. Bowles, Mrs. Doris Pickering, M. Pollock (the 


Leicester team): Cmdr. Alan Robertson-Macdonald (chairman); Roy 
Watson, J. Swallow, D. Preston (the Wolverhampton team) 


Leicester Beats Wolverhampton 


In the last but one match in 
the first round of the National 
Public Speaking Contest, the 
Publicity Club of Leicester beat 
the Publicity Club of Wolver- 
hampton, last Thursday Mrs 
Doris Pickering, a member of 
the Leicester team, and advertise- 
ment manager, Corsetry and 
Underwear Journal, was adjudged 
the best individual speaker 

Leicester Club is now to meet 
Manchester Publicity Association 
in the second round The last 
meeting in the first round takes 
place to-morrow (Friday) at New- 
castle, between the Newcastle 


s s Publicity Club and Liverpool and 


Layout Men Face A Frankenstein 


The view that the printing pro- 
fession had advanced far more 
rapidly than the artist, the de- 
signer and the layout man, was 
ecapressed by Mr. Robert Wylic. 
managing director of Aird & 
Coghill Ltd... Glasgow, when he 
addressed last week's meeting of 
the Junior Section of the Glas 
gow Club. The men and women 
of the drawing board, he said, 


were faced with a Frankenstein 
monster in machinery. 

Layout people should take 
more advantages of the printer's 
knowledge. He knew the most 
suitable type faces for a certain 
layout. In many cases, it was 
necessary only for the advertis- 
ing agent to give a rough idea, 
leaving the rest in the hands of a 
capable compositor. 


LONDON GALA EVEN MORE LAVISH 


Forty-six manufacturers have 
promised or contributed gifts for 
the Publicity Club of London 
Gala, to be held at the Dorchester 
Hotel, London, on March 9. 

The event promises to be on a 
more lavish scale than last year. 
and a number of top-line artistes 
have promised to appear. Danc 
ing will be to Sidney Lipton’s 
orchestra, and the organisers have 
arranged several surprise items 
which they expect will keep in- 
terest high until the gala ends at 
2 a.m. 

Mr. W. Harold Butler, the club 
typographer, has been arranging 
window bills and folders. Firms 
which are supplying free blocks, 
typesetting, stereos, paper and 
printing include: Direct Photo 
Engraving Co., Ltd.; Sun Engrav- 
ing Co., Ltd.; Arthur Sanderson 

Mr. T. W. Jack, of the Scottish 
Tourist Board and Chief of 
Edinburgh's Information Bureau, 
addressed Glasgow Publicity Club 
on Friday. 


& Sons Ltd.; Noakes Bros. Ltd; 
Gee & Watson Ltd; Nickeloid 
Electrotype Co., Ld; Reed & 
Nicoll Ltd.; C. & E. Layton Ltd.; 
Hodgkins, Millar & Co., Ltd. (of 
Leicester); Arc Engraving Co., 
Ltd.; Grosvenor, Chater & Co., 
Lid; Primapress Lid; E. J. 
Roberts & Son 


Evelyn Laye Rules 
Both Sides Out 


Miss Evelyn Laye presided over 
a friendly debate at Liverpool 
Publicity Association luncheon 
last Friday, when visitors from 
Manchester Publicity Association 
argued with their hosts the point 
“There is only one city in the 
North.” 

Messrs. W. H. Wilde. Booth, 
Faux, 1. G. N. Pearce, Gartside, 
Stuart, and Mrs. Fred Thomas 
extolled their respective cities 
Miss Laye gave as her unbiased 
judgment that both teams had 
been unfair, and declared the 
contest a draw. 


District Publicity Association, 
the wianer of which is to meet 
Leeds 

Cmdr. Alan Robertson-Mac- 
donald, chairman of the Club 
Development Committee, and 
national organiser of the con- 
test, presided at Woverhampton, 

The contestants were: Leicester, 
M. B. S. Pollock, advertising 
manager, Montford Konoitting 
Mills Ltd.; Mrs. D. L. Pickering, 
F. Bowles, advertising assistant, 
British United Shoe Machinery 
Co., Lid, Wolverhampton, D 
Preston, advertising and sales 
manager, James Beattie Ltd.: 
J. D. Swallow, director, Midland 
News Association; Roy Watson, 
advertising manager, Goodyear 
Tyre and Rubber Co., Ltd 


In the photograph published 
last week of the Sheffield and 
Manchester speakers at the Pub- 
he Speaking Competition, the 
name of J. H. Cooper appeared, 
owing to an error for which we 
were not responsible. This should 
have read Alderman J. H 
Cosgrove 


F. E. Cook Cup 
Presentation 


The F. BE. Cook Cup for “Ser 
vices to advertising,” which has 
been awarded to the Publicity 
Club of Leeds by the Advertising 
Association, is to be presented to 
the Club at a dinner on March 
6 The name of Mr. Frank 
Bloomer, president, has been 
coupled with the Club in the 
award 

Mr. Herbert A. Oughton, chair- 
man, Advertising Association 
education committee, Mr 
Geoffrey Haddon, vice-chairman, 
and Mr. Drummond L. Arm- 
strong, director, will be present 


Mr. E. Russcll, of the Regional 
College of Art, Bradford, stressed 
the importance of co-operation 
between the designer and the 
printer, when he addressed Brad- 
ford Publicity Association last 
week 


MORE CLUB NEWS 
PAGE M1 
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Miss Roome Leaving 
W.S. Crawford After 
23 Years 


John Brookman Goes 
To Erwin, Wasey 


B. McGlynn 
Advertising Manager 
To Innoxa 


After 23 years with W. S 
Crawford Ltd., during which she 
rose from junior typist to assis- 
account executive, Miss 
E. M. Roome is to start on a 
new advertising career in New 
Zealand 

At a farewell luncheon given 
at the Trocadero Restaurant by 
the directors and attended by 33 
employees, each of whom had 
been with the firm for 23 years 
or more, Miss Roome was pre- 
sented with a camera 


Miss Roome has been in 
charge of production on cam 
paigns, such as those conducted 


during the war on behalf of the 
Ministry of Information, the 
National Savings Committee and 
the Brewers Society 

* * * 


John Brookman, formerly ad- 
vertising and publicity manager, 
Scottish Co-operative Wholesale 
Society, Glasgow, has joined the 
executive staif of Erwin, Wasey & 


Co,., Ltd) Mr. Brookman was in 
the publicity department of J 
Lyons & Co. before joining the 
SCWS 

. * * 


L. J. Pryer has been appointed 
publicity controller of Bentall’s 
Ltd., of Kingston-on-Thames, in 
succession to W. N. Davis. He 
was formerly display manager, 
and is a prominent member of 
the British Display Association 
Occupying the position of display 
manager is R. D. Ebenezer. 

* * * 


P. J. Kemmish and Sheila 
Curtis have joined Clifford Blox 


ham & Partners Ltd Mr 
Kemmish is a magazine illus 
trator, and was at one time with 
Carlton Studios, and later with 
Graham & Gillies Ltd Miss 


Curtis was in public relations in 
the film industry 


. . * 
B. McGlynn has been ap 
pointed advertising manager of 


Innoxa (England) Ltd. He was 
formerly assistant in the advertis- 


ing department of Coty (Eng 
land) Ltd 
* * . 


T. B, Mullings, advertisement 
manager. Reveille, ws in addition 
to handle advertising for Publi 
Opinion, on which journal he will 
be assisted by L. W. Birnage, 
who has been with it for some 
years 

* * 


P. Milne has become tempor- 
arily advertisement manager of 
Television Weekly 


ss 


Frank 


Miss E. M. Roome 


Stanley 


J. Brookman 


Stanley Moore, 40 


Stanley Moore, London agent 
for poster space on British Rail 
ways (North Eastern region), has 
retired, after 40 with the 
railway company. His retirement 
ends 100 years’ association with 
railways, in three generations of 
his family 


years 


Mr. Moore designed posters 
illustrating Immingham Dock 
quite early in his career and 


wrote and designed a book about 
Immingham and Grimsby docks 


Frank Harris, publicity man 
ager to the Carborundum Co 
Lid., and producer of the firm's 
series of instructional colour 
films, is leaving to take up a 
similar appointment with Smart 
& Brown (Engrs) Lid of 
Spennymoor, Co. Durham 

* . * 

R. H. Langbridge, publicity 
manager of Lutterworth Press 
and Lutterworth Periodicals since 
1945, joins the publicity depart 
ment of the Daily Express on 
Monday 


. al ® , 


Alex. D. Mackenzie bas been 
ippointed Scottish representative 
for the Farmer and Stockbreeder 


* . . 


P. D. King has joined Benn 


Bros. Glasgow office, succeeding 
T. H. Smith, who has joined 
Scottish Industrial] Newspapers 
Ltd 


Harris 


Gordon Bowers 


“age Saal 


Moore John Batten 


Years In Railways 


When the advertising manager's 
department on the L.N.E.R. was 
formed, he joined the late W, M. 
Teasdale, and represented Mr 
Teasdale at the 1924 and 1925 
Wembley exhibitions. Later he 
represented L.N.E.R. docks in 
the City of London, in 1932 
becoming senior commercial ad- 
vertising representative of the 
L.N.E.R., and transferring to 
British Railways last year 


J. A. Stallard has been ap- 
pointed personal assistant to the 
publicity director of Associated 
Newspapers Ltd Mr. Stallard 
has been with Associated News- 
papers for 23 years, and started 
with the Overseas Mail and joined 
the Ideas Department in 1934 
Mr. Stallard will remain con- 
cerned with Daily Mail publica- 
trons 

* * * 

Harry Jackson, formerly copy 
writer with Osborne-Peacock Co.. 
Ltd.. Manchester, has left after 
more than 20 years with the 
‘gency to join B. J. Ayers of 
1. & C. Moores Publicity Ltd., 
Liverpool 

. . » 

Ronald Bandey, associate 
editor of Survey of the British 
Textile Industry and Survey of the 
British Furnishing Industry, first 
of a new series of trade surveys 
published by the National Trade 
Press, is joining the editorial staff 
of Se pre 


Peprauary 16, 1950 
Adburgham Joins 
Johnson & Johnson 


Batten Of Eastbourne 
To Be Watney 


Advertising Manager 


G. Radcliffe-Genge 


Joins Adrema 


M. A. Adburgham has been 
appointed marketing and adver- 
tising manager to Johnson & 
Johnson (Great Britain) Ltd., 
makers of baby products. He was 
formerly retail sales manager of 
Cooper MacDougall & Robert- 
son Ltd. 

Mr. Adburgham entered adver- 
tising in 1924, in the Winter 
Thomas Co., Ltd.; later he was 
in the book publishing department 
of Odhams Press, and from 1934- 
39 was manager of a creative 
group at F. C. Pritchard, Wood 
& Partners Lid 


* * * 


John Batten, director of publi- 
city at Eastbourne, is resigning to 
become advertising manager, 
Watney, Combe, Reid & Co., 
Ltd.. on June |. After going to 
Eastbourne in July 1946 he in- 
itiated many new schemes, includ- 
ing the information bureau's ac- 
commodation booking arrange- 
ment, the joint entertainments 
poster, and the co-operative ad- 
vertising campaigns with hotels. 
In association with Lambe & 
Robinson Ltd., the town’s adver- 
tising agents, he introduced East- 
bourne’s “sun-trap” emblem, a 
red-and-white sun-umbrella. Be- 
fore his appointment with East- 
bourne Mr. Batten was the 
B.B.C. North Regional publi- 
city officer, at Manchester 


* * * 


G. Radcliffe-Genge, copy chief 
with C.W.S. Publicity, has be- 
come publicity manager of 
Adrema Ltd., who are holding an 
Internationa] Sales Convention in 
April which will be attended by 
delegates from their agencies in 
40 countries. 

Mr. Genge joined CWS 
Publicity in 1947. He was in 
India from 1930 to 1944, origin- 
ally as literary editor of 
Pioneer, later as P.R.O 
Western Indian Automobile 
Association, and before joining 
the Indian Army, with J 
Keymer & Co., Ltd. in Bombay 
and Calcutta 


* * * 
Gordon Bowers has been ap 
pointed advertisement manager 


of Official Architect and Planning 


Review, and The Tool Trade 
published by Chantry Publica- 
tions Ltd. Mr. Bowers was for- 
merly a director of Hunt, 


Barnard & Co., Ltd., and joined 
Chantry Publications in 1948 to 
assist on the advertising side 
W. A. K. Faldo, who is chairman 
of the company, will continue as 
advertisement director 
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The 
Aristocrat of Monthly Journals 


for Women 


THERE’S NOTHING LIKE IT FOR DOMINATING THE QUALITY MARKET! 


WOMAN'S JOURNAL is unique, always attractive, | groups, who turn instinctively to the lead it gives 
distinctive. It offers woman everything she desires— | on Fashion, Beauty, The Home, Art, Culture, Enter- 


its brilliant editorial, its up-to-the-minute | tainment —and every other topic of feminine interest. 


news and views make every page a “feature” Chas. E. Mander, Advertisement Director, 


page. Todfy it enjoys tremendous prestige 


The Amalgamated Press Limited, 


among women in the higher-income The Fleetway House London, E.C.4. 


SALES 
NOW EXCEED 


280,000 


TWO SHILLINGS MONTHLY RATE £220 PER PAGE 
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FEBRUARY 16, 1950 


How Will Advertising 
Fare At The Poll? 


ITH the general election in its purely political aspect we 
are not here concerned. But one cannot divorce politics 
from economics, nor economics from advertising. Thus 
we must be concerned, and deeply so, with the effects of the 
election and its Outcome on the advertising business. It is timely 
to consider what these effects may be 
+ . * 
IRECT references to advertising in the Party manifestos are 
scant. The Conservatives say that if they win, expenditure on 
government publicity and advertising will be cut. Since this is 
happening already, and further retrenchment is likely to be at 
the expense of the C.O.1. and departmental public relations, neither 
agents nor media owners need worry unduly The volume of 
government advertising was bound in any event to fall, but is 
equally certain, under any administration, to continue at a much 
higher level than before the war 

We also know that if Labour wins it will set up “an independent 
Consumer Advice Centre to test and report on the various 
consumer goods on the market. Good manufacturers will be 
protected and unscrupulous advertising will be exposed”. At the 
best, this could be a good thing for the advertising business, the 
most enlightened elements in which have been striving for years, 
with much success, to ensure that goods are honestly described 
and truthfully advertised; at the worst, it could ve a means 
whereby advertising could be enslaved by bureaucrats at the behest 
of prejudiced politicians. All would depend on the interpretation 
of the word “independent”. 

It is also relevant to recall that the Conservatives are pledged 
to amend drastically Town and Country Planning legislation, 
and so, perhaps, without so intending, give the enemies of outdoor 
advertising an Opportunity to introduce a repressive bias into 
revised regulations for control of advertisements 

* o ao 

YAR more important to the advertising business will be the 
I economic consequences of the election 

Because advertising is so closely associated with free enterprise, 
which Socialists condemn, it is natural that most of those engaged 
in it hope for a Conservative victory. Not only do they sineerely 
believe that this would be in the best interests of the nation, but 
that it would give an impetus to their own business 

Conservatives promise to free industry and trade from what they 
deem unnecessary controls; to maintain, and perhaps extend, 
social services; to increase incentive by reducing taxation; to 
cut government expenditure. The programme is open to criticism 
because it appears to envisage contradictory objectives, but let us 
assume that it is implemented. It is clearly an expansionist policy, 


rr 
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that must increase consumer purchasing power, and can only 
avoid creating an inflationary situation if, as the Conservatives 
doubtless hope, it succeeds in boosting production. But such a 
policy has its risks. Unfavourable developments elsewhere in 
the world—such, for example, as a “recession” in the U.S.A.— 
might make it quite impracticable. It would be wishful thinking 
to take its success for granted and to be certain that a golden age 
for advertising lies round the corner if the voting goes the “right” 
way 
ae . 7 

UT it is not necessary to accept Conservative (or Liberal) 

policy to hold the view that a right-wing victory would benefit 
advertising. Predelictions should not obscure the realities Perhaps 
the most cogent reason for this view takes into account the 
psychological factor. There can be little doubt, whether one likes 
it or not, that the advent of a government believing in free 
enterprise would in itself stimulate business confidence; confidence 
would lead to freer spending by industry and to bigger advertising 


him would be something of a 
farce. Even if Labour is returned 


greater advertising activity. 
one can only speculate. 
cations” from British firms 
(August 7-19) have 
CHICAGO 
London representa- 
definite bookings Industries 
ture, plastic novelties, fountain 
A proposal that there should 
at the Fair is still being con- 
_ 
ALTHOUGH, as reported in this 
Planning has promised to receive 
Municipal Cor- 
POSTPONED cuss the Control of 
authorities are dissatisfied, it ap- 
election. Mr. Silkin, who, though 


not 
busy 


appropriations. Therefore, although it may be over-optimistic to 
Whether this would be maintained, and for how long, would 
= = 
® 
Ti ” 
O-Inorrow s 
anxious to take space in the 
been received by 
TRADE 
tive So far 26 
which will be represented include 
pens, children’s outerwear and 
be a jomt publicity effort on 
sidered 
journal on January 19, the 
a deputation from 
INTERVIEW 
porations to dis- 
Advertisements 
unlikely that the meeting 
himself a candidate, is very 


expect a “golden age”, it would not be unreasonable to look for 
depend on trends in the ebb and flow of world trade, upon which 
Mort THAN 250 “serious appli- 
Chicago International Trade Fair 
Mr. A. P. Wales, 
FAIR 
firms have made 
textiles, diese] engine manufac- 
nursery goods, shoes and boots 
behalf of British firms exhibiting 
- = 
Minister of Town and Country 
the Association of 
MAY BE 
Regulations, with which some 
place until after the 
speaking for others, may 


well feel that an interview with 


to power, there may be another 
Minister, who might take a differ- 
ent view of the whole question 

It can be taken as certain. 
however, that there will be a 
deputation to the Minister, who- 
ever he may then be, and that 
the local authorities will press 
very hard for amendment of the 
Regulations 

A el 
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DELEGATES FROM the 
Federation of Fish 
recently moet 
Ministry of 


National 
Friers have 

officials of the 
Food to discuss a 
proposed scheme 
PUBLICITY ;, publicise fish 
FOR FISH The national 


executive will con- 
AND CHIPS 


sider their report 
month 


at the end of this 
An article in the current issue 
of The Fish Friers' Review, pub- 
lished by the Federation, advo- 
cates a national advertising 
scheme, and suggests that if every 
member of the Federation paid 
£2 a year £20,000 would accrue. 
“The time will come,” says the 
article, “when to compete in 
modern markets the trade will be 
forced to adopt this method.” We 
understand that this suggestion 1s 
not necessarily the one discussed 
with the a 
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*“These appear to be ripe for the scalpel. 


apparently imbecile games of 

chess that Napoleons of 
industry like to play with their 
staff from time to time, a young 
acquaintance found himself 
abruptly pitchforked from a free 
and easy job on the road to a 
polished desk at head office and 
the title of advertising manager 

To you who know so many 
Napoleons of commerce it will be 
no surprise that his only quali; 
fications for the job, like those 
of Little Nellie Kelly's boy friend, 


E: one of those intricate and 


were a cheerful disposition and a 
wild desire to succeed have 
known many advertising mana- 
gers with even less 

He gave me as good a lunch 
as you can find in London and. 
over a glass of port, asked if 1 
had any good advice or sugges- 
tions. 

Inevitably my ideas were 
rambling and disconnected. But 
he was so grateful, and went 
away looking so thoughtful, that 


| decided to put them down 
quickly on paper and put them 
to him for further and better 
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Why not try your skill at surgery?” 


consideration. And remembering 
the funeral bakemeats in Hamlet, 
I thriftily kept the carbon copy 


to furnish forth this column. 
Here is part of it; the rest. may 
come in handy on another 
occasion. 


Before we go into any details 
about this new job, I advise you 
to make up your mind what you 
hope to do with it. Do you 
think you will want to make 
advertising your career, or do 
you look on this new position 
of yours as just an episode in 
your progress towards a pension 
in your firm? 

Advertising can be one of the 
most thrilling of all trades, and 
I have heard of no other in which 
a man can go so far on such 
slender experience and qualifica- 
tions; but it has none of the 
security of a job in a bank, or 


Review of 
Advertising 
by 
COPYTASTER 


an insurance company, or even in 
your own firm. 

If you merely want to hold 
down this job and keep it tick- 
ing over quietly until the direc- 
tors have yet another reorgani- 
sation and pitchfork you into a 
branch managership in Patagonia, 
you certainly need no advice 
from me Anybody with tact 
and a reasonable allowance of 
horse sense can hold down a 
job as advertising manager for a 
year or two But if you want 
to lift the job up ines of hold- 
ing it down—if you really want 
your firm's advertising to work 
harder and prove more profit- 
able, and you're not afraid of 
taking real risks to do it, per- 
haps I can at least help you to 
start thinking 

Your firm already has a per- 
fectiy sound advertising agency, 


but my guess is that you have 
never really begun to use it 
properly. So go and see them 
soon—and try not to make it a 
state visit. Try to spend two or 
three weeks with them—and start 
on the ground floor, wrapping 
up blocks, issuing typesetting 
instructions, checking vouchers. 

Drink beer or slip out to 
Lyons for coffee with the writers 
and artists who work on your 
advertisements, and listen to them 
talking shop. You'll get to know 
the contact man all too well, but 
make friends with his stooges and 
his secretary. Sooner or later 
you may desperately want these 
people to stay up until the small 
hours—and they'll do it the more 
cheerfully for someone who has 
shown interest in the past. 

But your main interest during 
the early days of getting to know 
your agency is to find out how 
other clients make use of it— 
particularly the clients whose 
advertising you admire or know 
to be successful—and to compare 
their methods with your own 
firm's. How much do those other 
clients mess about with copy and 
layouts? How many people in 
the clients’ organisations are 
allowed to interfere with the ad- 
vertisements? How often do they 
need proofs to be revised— 
and why? Do they expect to 
be given an assortment of adver- 
tisements to choose from, like a 
woman buying hats, or do they 
thresh out a clear policy and then 
let the agency produce a scheme 
that expresses it to the best of 
its ability? How closely do 
they keep the agency informed 
about sales figures and costs, 
distribution, plans, and new lines? 

You will, probably be aston- 
ished to find how closely the 
agency is linked with the clients 
for whom it works most success- 
fully—and you will be puzzied 
to know how you can forge such 
links between your own organi- 
sation and the agency. Regular 
meetings between you and the 
contact man are not nearly 
enough—there must be contact 
at every level. 

Back in your office you have 
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by rail 


by tram 


or evenon foot... he can’t 


dodge the impact of 


_——— 


unified Transportation Advertising 


The central control of advertising space on the properties | as a medium in its own right. Data shortly to be released 
and vehicles of the British Transport Commission iscreat- _ will provide evidence that unified transportation is the big- 
ing a new status for Transportation Advertising. Backed value medium — its cost per reader low, and its potential 
by an increasing information service, the Commercial effectiveness unusually high. Enquiries for space controlled 
Advertisement Division offers Transportation Advertising by the Commission should be addressed to: 


COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2 TELEPHONE: TEMPLE GAR 2490 
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NORTHCLIFFE 


NEWSPAPERS GROUP 


will help you 


to get ahead in 


the Provinces 


EVENING NEWSPAPERS 


HULL DAILY MAIL - 


WEEKLY NEWSPAPERS 


WEEKLY SENTINEL 
HERALD OF WALES 


NORTHCLIFFE 
NEWSPAPERS 


Swansea 


EVENING SENTINEL Sroke-on-Trenr 
DERBY EVENING TELEGRAPH ~ SOUTH WALES EVENING 
POST - BRISTOL EVENING WORLD - LEICESTER EVENING 
MAIL - GRIMSBY EVENING TELEGRAPH - THE CITIZEN Ciloucescer 


GLOUCESTERSHIRE ECHO Chelrenhom » LINCOLNSHIRE ECHO 


YORKSHIRE AND LINCOLNSHIRE TIMES - STAFFORDSHIRE 
GRIMSBY SATURDAY TELEGRAPH 
GLOUCESTER JOURNAL 
CHELTENHAM CHRONICLE 


GROUP LTD. 


R. H. PENNEY, Advertisement Director, NORTHCLIFFE NEWSPAPERS 


GROUP LTD., Carmelite House, 


London, B.C.4 


Telephone CEN 


6000 
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two ultimate objectives-—and 
everything you do should directly 
or indirectly, be aimed at their 
achievement They sound 
straightforward enough, good- 
ness knows, but all your main 
battles will be with people who 
try to put obstacles in your way 
to them 

The first objective is to get 
your year’s output of advertise- 
ments read by the maximum 
number of potential customers 

This, of course, means that you 
have to decide upon the best 
advertising media, and the best 
sizes and frequencies of insertion 

all matters that depend partly 
on ascertainable facts and partly 
on judgment You have to 
decide what times of year are 
most suitable; whether or not 
your advertisements should be 
in colour, and how much of your 
advertising appropriation you will 
allow the sales manager and 
other people to spend on adver- 
tising novelties, calendars, and 


the like. 
But above all you have to en- 
sure that your advertisements 


are interesting. Not interesting 
to you or your chairman or your 
sales manager or your chief 
engineer, but interesting to a 
rather impatient newspaper reader 
who has spent his penny to 
read about the election, the foot- 
ball scores, the latest fashions, 
burglars, murders, divorces—all 
sorts of exciting matters 
Somehow your advertisement 
has to interrupt this impatient 
reader and say “look at me!” 
I'm worth a moment. You 
musn't miss reading me.” 
He doesn’t want to read your 
advertisement; yet somehow you 
have to stop him long enough 
to read at least your product's 
name and some good reason for 
buying it. Which brings us at 
once to the second objective 
You must aim at simplicity 
Anybody can think of things to 


put into an advertisement—coats 
of arms, manufacturer's name 
and address, branches, prices, 


pictures of the package, the fac- 
tory or even the foundes, glit- 
tering generalities about goods 


NEW BOOKS REVIEWED 


being made under hygienic con- 
ditions, verses by the chairman's 
niece, trade marks (and assur- 
ances that they have been duly 
registered), dreary slogans of in- 
ordinate prolixity—there’s no 
limit to the tripe that can be put 
into an advertisement 

But the most difficult task in 
advertising is to be simple—to 
seize on the utter essentials and 
ruthlessly to discard all else. And 
then to take the essentials and 
simmer them down, and strain 
them until every vestige of super- 
fluous fat has been removed 
Above all, until everything dull 
and boring has either been re- 
moved or furned to favour and 
to prettiness, remembering always 
that many a matter of entrancing 
interest to you or to other people 
in your firm is apt to dislocate 
the average reader's jaw with 
yawning 

* * * 

To END the first lesson I took 
a number of advertisements from 
my box of cuttings—several of 
them published by his own firm 

and underlined various ele- 
ments that might profitably have 
been pruned. He could see my 
point, he said, but half the 
things | wanted to cut had 
appeared without fail in the com- 
pany’s advertising for fifteen or 
twenty years. How could he 
dare to leave them out? 

1 don't know the answer to 
that; but with this article there 
are a few advertisements that 
appear to be ripe for the scalpel. 

Why not try your skill at 
surgery and then, when you are 
well and truly blooded, try a 
slimming operation on some of 
your Own advertisements, just to 
see the effect? My advice is to 
start at the foot-—-you'd be sur- 
prised how many advertisements 
have what Daniel Neal calls 
Phat Pheet--and work upwards 

When you come to the copy, 
begin by removing at least two 
adjectives out of three, including 
all superlatives. lt is wonder- 
ful to see how lean and muscular 
a flabby piece of copy can be- 
come by shedding the adjectives 
alone 


F.B.I. Register 


PBA. Register of British Manutacturers 
1949-80 (Kelly's Directories, Lid and 
Ibffe and Sons, Lid. 42s.) 


As the official directory and 
year book of this most important 
association of manufacturers, the 
F.BJ. Register has established 
itself as an authoritative guide to 
sources of supply, a reputation 
which this issue will maintain 

It lists nearly 6,000 firms and 
their products. In the products 


and services section manufac- 
turers are shown under more 
than $,000 product headings. 


facilitating rapid identification of 
sources of supply; and other sec 
tions give addresses, brands and 
trade names, trade marks, and 
reference facilities in French and 


Spanish An advertisement sec- 
tion, on art paper, contains nearly 
200 page advertisements, many in 
colour.—M.H 


In Brief 


The Middle Sea, by L. G. Pine 
(Edward Stanford Ltd., 18s, 6d.). 
Enthusiasm is infectious, and Mr 
Pine’s eager interest in places and 
peoples carries the reader easily 
through this 200-page account of 
the Mediterranean from earliest 
times to present day. As well as 
being a history, this is the per 
sonal travel record of a keen ob- 
server, who, as befits the manag- 
ing editor of Burke's Peerage, 
likes to trace the present from 
the past and has a keenly devel 
oped historic sense 
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INJUSTICE 


WHEN injustice is done by the State, 
or by the little finger of the State, 
not all the Nona on the Statute Book can 
defend it. If it is pleaded that injustice 
can be excused as a matter of administra- 
tive convenience, then we say that this is 
perverse and cynical and destructive of 
every belief in moral conduct of human 
affairs. 

Therefore we condemn absolutely the 
action of bailiffs, proceeding for the 
Inland Revenue, who seized clothing be- 
longing to customers from a dry- 
cleaners, because the cleaners had not 
paid their property tax. 

It is a vicious state of affairs that this 
action should have the authority of law 
—and what is more, law apparently 
established 137 years ago in a case deal- 
ing with the window tax of those days ! 
It might be no small item that is seized; 
it might, for instance, be your car stand- 
ing in a public garage—not that this 
affects the principle which is as bad as it 
can be already, 

In this case the clothing was put up 
for auction to pay the firm’s tax and a 
customer paid £13 to buy his own suits 
out of the clutch of the Inland Revenue. 

The law has a glib answer. Why, of 
course the poor chap has a remedy. All 
he has to do is to sue the cleaners, or the 
Inland Revenue, who might try to fight 
him. at astronomical expense, all the way 
up to the House of Lords if they felt dis- 
posed. 

This isno answer. It is an outrage that 
a private person should be put to incon- 
venience, and forced to prove the owner- 
ship of his own property, just because this 

way makes life easy for the Inland 
Revenue. It is aggression by authority 
against the individual. It is a bad law 
and it should be done away with. 

We consider it disgraceful—and dis- 
graceful to us as a nation—that the 
Inland Revenue should not scruple to use 
such extortionate powers. 
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LECTION propaganda 
| oo overcome the 
apathy of the many people 

who are not interested in 
politics, answer the queries of 
those who are, convince the 
voter that the Party policy is 
sound and make him believe 
that the candidate will become 
a conscientious and efficient 
M.P. if elected 

To do this it must be well 
planned, designed, written and 
printed. Literature should be in- 
teresting right through and 
posters convey their story at a 
glance 

Since a candidate has to con- 
fine a/l his election expenses to 
£450 plus tid. per head of the 
franchise in an urban constitu- 
ency and 2d. in a rural one there 
is no money to waste 

Most political copywriters are 
very earnest in their opinions and 
tend to assume that the reader 
will be the same. The result is 
that such presentation factors 
as typography, layout and illus- 
tration need more, far more, at 
tention. The reader is expected 
to digest long tracts of copy set 
solid in 8 pt. and even 6 pt. with- 
out the encouragement of even 
an occasional illustration But 
there are a few exceptions, and a 
little slinging of Party mud pro 
vides light relief 


A Natural For 
Gravure Print 


Instance The Pro £ Etariat Of 
Westminster, by Cross-bencher 
In this forty-eight page booklet 
are featured some of the Labour 
personalities who are alleged to 
have financial interests in big 
business. Each has a bled-off 
photograph and a page of text 
The pictures make this a natural 
for gravure and some of the 
photoes are not retouched—one 
suspects deliberately The copy 
plays the old game of quoting 
what the victim once said; prob 
ably every politician has suffered 
from it. The personality under 


CONSERVATIVE 
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P. MYTTON-DAVIES 
reviews some of the 
election efforts of the 
three main political 
parties from the print 
angle, awards first 
prize to Tory and 
Labour posters, but 
concludes that— 


Party Propaganda Lacks 


Commercial Punch 


review is presented as being a 
director of such-and-such a com- 
pany and the total share capital 
is given first, It looks a large 
figure and one has to read on to 
discover the extent of the vic- 
tum's holding. 

All good clean fun except from 
the point of view of the ostra- 
cised, but it hardly helps the 
voter to choose intelligently 

The Liberal Party has to prove 
its existence as an effective politi- 
cal force. So the propaganda 
emphasises that their policy is a 
positive thing and popularises 
Party personalities. Copy is well 
written in that the case is well 
argued. But the presentation of 
literature requires brightening 

Let Us Win Through Together 
is the title of a Labour pamphlet 
Not a single thumb-nail sketch to 
get the twelve pages of text read 
The working man needs to take 
his politics as seriously as his 
football to get through it 

Labour Is Building A New 
Wales is a sixteen-page booklet 
letterpress printed in black with 
a 120-line half-tone on the cover 
Landscape in shape, it is 9} in 
x 7} in. The text is well written 
and set out with two columns to 
the page; there are clear headings 
and sub-headings. There are two 
editions English and Welsh 
The Welsh version carries a dif 
ferent photograph on the cover 
1 would like to know why, but 
having only the English, look 
you, | can't find out man! 

The Conservative pamphiets 
often have red and blue on the 
outside with white lettering. This 
Ils The Road is illustrated al 
though the booklet of the same 
name is not. The pamphlet has 


thumb-nail sketches inside which 
improve it. 

The folder We're On The Right 
Road does not convince me that 
it was written by the people illus- 
trated although the copy is in 
the first person. 


Labour Baby's 
Pronounced Views 


Most of the Labour dc. 
posters have a yellow ground with 
red lettering and black half-tone. 
“Labour's health service covers 
everyone,” reads one of them, 
and a 133-line half-tone shows a 
family group. Under this appears 
the sting, “Tories voted against 
it.” 

Another poster asks, “Remem- 
ber?” and a 120-line half-tone 
shows the unemployed men who 
marched from Jarrow. Below we 
read, “Don't give the Tories, 
another chance. Vote Labour.” 
Their food poster says “Labour 
sees that you get these” and a 
120-line half-tone shows a house 
wife's shopping basket with 
rationed goods beside it. Belew 
appears “A fair share at a fair 
price.” 

A well photographed baby, 
with a surprisingly pronounced 
political opinion is depicted ask- 
ing: “You wouldn't put out a 
Government which has done so 
much for us?” He seems un- 
certain but in a second picture 
he brightens “Of course you 
wouldn't,” he says 

A more elaborate job in yellow, 
blue, green, red and black reads. 
“A million new homes-—thanks 
to Labour.” In view of the many 
people who are dis-satisfied with 


their accommodation this seems 
a rather risky appeal to make, but 
perhaps the illustration of a 
mother and child (or is it aunt 
and niece?) framed in a window 
setting complete with flower pot 
will ensure that there is no irri- 
tation. Half-tone is 133-line. 

Another series in orange and 
black uses big heads, vigorously 
done in line with rather a dry 
brush to look like charcoal. They 
all illustrate homely, honest- 
looking folk. A poster showing a 
housewife’s head tells us, “the 
good neighbour votes Labour.” 
In another a man holds a card 
reading “Full employment” and 
there appears the exhortation, 
“Keep it going! Vote Labour,” 
while a couple of old age pen- 
sioners illustrate a poster reading 
“They remember and they're 
voting Labour.” 

The Conservatives do not pull 
their punches either. Their d.c 
are full of hard knocking copy 
charged with Churchillian aggres- 
siveness. “After 4 years Labour” 
says one, and shows a pair of 
balances with the £ going down 
and prices going up. It is in blue 
and red and carries their two 
word slogan “Vote Conservative” 
in white lettering 

“Socialism leads to Commun- 
ism” announces another poster in 
white letters on a black ground. 
A stream of red (blood?) falls 
across the background into a 
triangle. This is just off centre 
and so attracts rather irritable 
attention. “Vote Conservative” 
appears in blue at the bottom 

Another knock at Labour 
which uses the Communist 
menace is the Conservative 
“Thought for to-day.” This d.c. 
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The Daily Telegraph 


in 1949 carried 34,7 43 
Box Number advertisements, 
which got 585,156 replies. 


This gives an average of 


16.84 replies to each Box Number 
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GUIDES TO 


BETTER COVERAGE 
No.2 


ananet 


Every time you turn up a train or a plane in the ABC 
Guides, thousands of business men, holiday makers and 
travellers with money to spend are doing the same thing 
up and down the country. This constant reference for 
up-tagdate information on rail, sea and air travel is the 
secret of the pulling power of ABC Guides. Every adver- 
tisement is assured a long and profitable life. You get a 
country wide coverage at remarkably low cost. For rates 
and available spaces write Thomas Skinner & Co. (Publishers) Led., 
330, Gresham House, Old Broad Street, London, E.C.2 


\W2 


The ABC Railway 
Guide 

The leading Alpha- 

betical Railway Guide 

Official every month 
Price 3/6. 
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ee 


Airways and 
Shipping Guide 
Published Monthly 
Air Time Table with 
Complemental Ship- 

ping Information. 
Price 4). 
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Party Propaganda Lacks Commercial Punch—continued. 


Fepruaay 16, 1950 


is in two colours and represents 
a date pad. It carries two crayon 
drawings of hands, the Com- 
munist clenched fist (with casual 
style italic caps reading “Social- 
ism leads to Communism”) and 
the other showing the fingers 
making the sign of the V Thus 
is shown on a crayoned blue 
background with white lettering 
which reads “Conservatives stand 
firm for freedom.” 

One poster shows a symbol 
which the public will hardly fail 
to associate with the Party leader 

a bulldog. The obvious tempta- 
tion to enliven it by sticking a 


cigar in its mouth has been re- 
sisted Instead it is printed in 
black (120-line half-tone) on a 
blue ground. Above we sce in 
white letters, “Make Britain 
great again” and, below, “Vote 
Conservative” appears, also in 
white on a red ground. 

The Conservatives fire a big 


gun with their poster “Give him 
a chance and he will grow you 
more food.” This is in red, blue 
and black. A 120-line half-tone 
shows a pig keeper with a couple 
of Large Whites. For appealing 
to the urban voter bacon 1s prob 
ably as good a food chowe as 
any, but the countryman has a 
long memory—for years pigs lost 
money 

The Tories do not forget their 
old enemies the Liberals. One 


poster says “A vote for the 
Liberals is a vote wasted.” The 
word “Liberals” is in red—on a 


piece Of paper torn in two 


Liberal Leaders 
Photographed 


Large photographs of Clement 
Davies Lord Samuel, Lady 
Megan Lloyd George and Frank 
Byers appear on the Liberal 
posters. The caption of the last 
reads “Chief Liberal Whip,” and 
I cannot imagine any better way 
of de-bunking our democratic 


system. Why remind me that I 
cannot vote for a man? I have 
the choice of several different 


policies, but I cannot really ex- 
pect any candidate to represent 
me, to champion my cause and 
point of view if. when elected. he 
mst support his Party's policy 
irrespective of the wishes of those 
who put him there or the dictates 
of his own judgment and con- 
This poster is the best 
propaganda I have seen-—for the 
independent candidates 
The Liberals also have 
space” posters in which the can 
didate’s name is to be inserted 
Was that orange and black dc 
inspired by Cadbury's balloon” 
If so, it was probably quite clever 
psychology to cash an on the 
goodwill of a popular and 
respected product. In these days 
of uncertainty it is to be hoped 
that this will not mean that the 
chocolate advertising will be re- 
garded as election publicity! 
The candidates’ names should 
be added neatly. Since the quan 
tities bearing each will be small 
here is a job for the screen 
printer who knows lettering rather 


science 


‘blank 


than for the enthusiastic amateur 

Another Libera] d.c. in black 
and red asks, “What's the time?” 
and shows the clock at Westmin- 
ster which we all affectionately 
but quite erroneously call Big 
Ben. It is well drawn and good 
use 18 made of white space. 

Apparently “It's teme we had 
the Liberals back.” The hands of 
the clock poimt to only five 
minutes before the twelfth hour. 
Would not the eleventh have 
been more appropriate? The 
lettering is ugly though legible. 

se of the second colour is 
restrained—and therefore effec- 
live. 

* 
Political 

Traffic Lights 

One Liberal poster which is 
slightly larger than double demy 
(23 in. x 36 in.) is lithographed 
in yellow, green, red and black. 
The design shows a set of traffic 
lights (not exactly a new idea) 
trom which radiate beams in ap- 
priate colours The red reads 
“Stop” the yellow “Think” and 
the green “Go.” Under this ap- 
pears the word “Liberal” in green, 
outlined with black in a curiously 
austere version of Playbill \ 
young middle-class father who 
appears to wear his hat sideways, 
and his little girl, are sketched in 
the lower right hand corner. They 
are ldoking up, and this and the 
traffic lights direct the eye to 
the name of the Party. 

The highlights of the cam- 
paign are the Labour and Con- 
servative posters, and some of 
these are fairly good 

Nevertheless, Party propa- 
ganda does not show the same 
technical excellence we find in 
commercial advertising The 
literature, especially the booklets, 
require the seryices of a good lay- 
out artist to brighten them up, 
ind sometimes a good illustrator 
Copywriters should remember 
that the average man-in-the- 
street is less readily interested in 
politics than he would be in the 
chances of the team he follows. 


Casualties Among 
Irish Periodicals 


Concern was expressed by 
several speakers at the annual 
general meeting of Cumann na 
niris (an association of Irish 
periodicals, religious weeklies 
and trade journels) at the grow 
ing number of casualties among 
Irish publications. These, it was 
stated, were due to the ever 
rising production costs and un 
restricted entry of foreign publi- 
cations 


\ designer's chart showing 
that it is possible. in silk screen 
printing. to obtain as many as 
60 shades with only seven screen- 
ings, has been designed by Mr 
S. F. Bennett of Supasigns Ltd 
The chart was introduced at the 
Screen Process Printing Exhibi- 
tron 
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An unprecedented opportunity for advertisers to sell Spring 


merchandise ! 

On March 22 the Spring Fashions Number of THE TATLER 
will appear with editorial and advertising attuned to the 
seasonal occasjon. 

Space bookings are already heavy, and unfortunately there 
must be a limit to the number of pages ; but, if you will be 
good enough to ring me on Holborn 6°55, it will be my 
pleasure to do everything that is possible to accommodate you. 


W. 7. Carpenter, Advertisement Manager, 
Commonwealth House, New Oxford Street, London, WC 1 


ADVERTISER'S WEEKLY 


ua se Pinbeats aches. Ei - A » Diseases Lad “7 7 a . a Sys ae ot 
: a rd es Eee . 
: : 2: Oi: ie 
Bd es ) : CP rey, ‘ 
re" . ~~ my vA / eg 
id ig = =% a 
b yy \ ag. ‘< <\. be 
‘ts, aL. at 
; im ae ‘ 7 8 
Speeiing Nambey a (i 
4 Az { . 
; THE \ : 7 
 TaTegR | | § 
y Ba SB eo B® BS Sf, i) ; 
ime ( }} ; ae 
| | ie y) a 
3 F | ‘ yy ee Ae g 
2 , (/ Ly 3 ' ; ; 
— BS SAie | 
4 ae : \) r4 ) 2 
ad Yi 7 
mr ee HEF | 
J& ANS To a 
Sai2 - ¥ | 
% a We . = a 
ug J ~ i 
aS Be 4 NM 
a bs Ae y " 
ay ‘ 4 “ | er os ii 
: fe te ag a 
: +t ( NA , \ / a 


ADVERTISER'S WEEKLY 


Seen at Radiolymma 
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O-DAY. boys know as much 
or more than their parents do about the techni- 
calities of radio sets and the internal combustion 
engine. 

The readers of BOY'S OWN PAPER are 
typical in this respect, and our records show that 
of boys between 15 and 18, 33% are radio 
enthusiasts. A recent analysis of correspondence 
revealed that we received 436 letters in one month 
asking for technical advice on this subject alone. 

Remember this expert knowledge has a direct 
influence on family spending! 

We suggest it will pay advertisers to keep these 
young men informed of their future plans through 
the pages of B.O.P. 


— 


| See B.O.P. in its enlarged size, 8}' x 6}° 
MORE & BIGGER PAGES, NEW FEATURES, MORE 
ILLUSTRATIONS, SELLING PRICE UNCHANGED 


Georoe H. Puipps, Advertisement Manager 
Lutterworth Periodicals Ltd. 
35 John Street, W.C.1 Tel. 


Cha. 6151/2 
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Devaluation No Spur To 
British Advertisers 


“DEYOND retailerjannounce- 
ments on price reductions 
made for only a few weeks afte: 
devaluation, and a = similar 
activity by the automobile 
group, no important effect has 
been noticeable in advertising.” 
This is the conclusion of Mr 


B. H. Holdsworth, of the New 
York office of the J. Walter 
Thompson Co., in a memo- 


randum on “Devaluation and its 
effects on advertising in the U.S.” 

The memorandum, reproduced 
in full, is as follows 

“Over a week-end tn late Sep- 
tember last year, Britain an 
nounced devaluation of the 
pound in terms of the dollar. The 
news made the headlines in vir- 
tually every U.S. newspaper; re 
actions were mixed amongst the 
trade and public. Some predicted 
a flood of ‘cheap British goods’ 
which would undermine the entire 
U.S. economy. Some predicted 
that there would be little if any 
change in the flow of goods west- 
ward across the Atlantic 

“In advertising and publishing 
circles, the attitude was ‘wait and 
see,’ with the emphasis on ‘wait.’ 
(In some portions of the retail 
trade there was, howeve., an in- 


clination to reduce prices on 
present stocks.) 
“Now, nearly four months 


later, we can assess the immediate 
effects, in-so-far as advertising has 
been concerned. 

“Frequent announcements of 
price reductions appeared—over 
the signature of retailers—for 
weeks after the news broke. This 
activity continued in diminished 
fashion into December. In most 
instances, these announcements 
were placed by retailers of cloth- 
ing and china, as an examination 
of clippings shows. By Christ- 


mas, only ‘mentions’ of lower 
prices were appearing, and the 
word ‘devaluation’ had been 


dropped from most retail adver- 
tising. It is, however, interesting 
to note that British merchandise 
was given prominent display by 
most department stores and other 
retailers in the pre-Christmas 
promotion period 

“Manufacturer 
since devaluation has been re- 
markable only in one field: the 
automotive. Early in November 
the major British automobile 
principals active in the American 


advertising 


narket announced new reduced 
prices, giving emphasis to such 
phrases as that used by Austin 


‘The Lowest Priced Quality Car 
in America (Devaluation makes 
this Big Saving Possible) The 
price reduction averaged about 
20 per cent, with one model, as 
an example, reduced from $1,520 
to $1,295 

“Perhaps the most adequate 
summary of the situation would 
be this: beyond retailer an- 
nouncements on price reductions 


made for only a few weeks after 
devaluation, and a similar activity 
by the automotive group, no im- 
portant effect has been noticeable 
in advertising. The flow of goods 
has increased as far as the con- 
sumer can tell only in the addi- 
tion of some new varieties of 
merchandise Certain shoe re- 
tailers have made some gains in 
the promotion of British shoes 
for men. Current a British boat 
is creating much interest at the 


National Motor Boat Show in 
New York. Some American shirt 
manufacturers have featured 


British cloths more prominently, 
and have featured fancy weaves 
with the British identification. 
British-made bicycles have come 
more to the public attention also, 
in retailer advertising, with ex- 
cellent display of brand names. 


“It is also interesting to note 
that most of the comments on the 
advertising of British merchandise 
since devaluation also apply to 
merchandise from other ‘soft 
currency’ areas, such as French 
and Italian automobiles.” 


LC... To Exhibit 
Their Publications 


The exhibition of Imperial 
Chemical Industry's technical 
literature, primarily for its own 
head office staff last July, aroused 
such interest that it is to 
staged again at the Academy 
Cinema Exhibition Hali, Oxford 
Street, W.1, from March 6—17. 


Besides showing visitors a com- 
prehensive selection of LC.L’s 
technical literature for industry 
and agriculture, the exhibition 
will, taking a recent discovery as 
a model, trace the production of 
literature describing the product 
in question from the original 
entries in a scientist’s laboratory 
notebook to the printing Press. 


Another exhibit—a selection of 
technical publications grouped 
according to the industries for 
which they are intended—will 
illustrate the diversity of the in- 
terests that LCL. serves. 


“Sunday Chronicle” 
Promotion Folder 


Third of a series of promotion 
folders for the Sunday Chronicle 
has now been issued by Mr. 
A. W. Birch, advertisement mana- 
ger 

Illustrating respectively the 
Sunday Chronicle's pulling power 
as regards gardening, travel, and 
mail order advertising, all three 
are identica] in format, consisting 
of a long strip of semi-stiff paper 
folded in four to produce an 
eight-page folder 7 in. x S$ in. 
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Industrial o . 


Productivity ® 


A beehive is a city of eighty or ninety thousand inhabitants 

each ceaselessly occupied in one of many professions; helping 

to build and fill the 120,000 waxen cells with vividly coloured 
pollen and as much as 120 lb. of fragrant honey, attending to about 


40,000 infants, and about 16,000 unhatched eggs. 


an 7 he industry of bees has gone on in an exact pattern for countless generations. 
<P 


if 7\ A man’s industry can be entirely revolutionised in one generation. 
t * 


To-day, British competition for world markets demands the high productivity which can 
be achieved only with the most up-to-date plant and machinery. 

Industrial re-equipment involves capital expenditure, decisions on which are made by Top Management. 
Therefore some part of all industrial advertising should be used to expound the broader economic aspects 
and implications to the men on this level—the Board of Directors. 

Heading the list of publications for this purpose is THE FINANCIAL TIMES, because it is read for its 
exclusive concern with affairs of business; it is recognised and established as the business man’s daily 


newspaper. 


Industrial Advertising in 


THE FINANCIAL TIMES 


reaches Top Management certainls 


SIDNEY HENSCHEL + ADVERTISEMENT MANAGER: 972 COLEMAN STREET, EC3 
MONARCH 68653 
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Local Newspapers Inspire Trust 


HE influence, and even 

the virtues— the staunch, 

homely virtues—of our 
regional and local newspapers, 
are widely recognised said W. | 
Andrews. editor of the York shire 
Post, when he addressed the 
Royal Society of Arts in London 
yesterday (Wednesday) Their 
general sobriety and balance were 
acknowledged by the Royal 
Commission on the Press, which 
gave its report in 1949. 


The provincial Press 
has a broad character of its 
own. The difference between the 


London paper and the provincial 
paper is more than geographical 
One can say that the steadiness 
of the country newspapers has 
become proverbial. But provin- 
cial papers vary widely in 
function, quality and strength 
“Here are the different classifi- 
cations in the extremely compli- 
cated structure of the provincial 
Press. It is difficult to get 
accurate figures because authori 
ties vary in their methods of 
calculation. Beyond what frontier 
does « London suburban weekly 
become a provincial weekly? 


1 should divide the provincial 
Press as follows 


Net sales 
24 morning papers with « total 

sale of 2,700,000 

evening papers with a total 
sale of 6,780,000 

859 weeklics with a total sale 
ot 10,500,000 
“Of the local weekly news 
papers,” he said, “our 859 provin 
cml weeklies differ as much as 
our rustic landscape. Some are 


strongly-staffed, powerful organs 


that dominate a whole agricul 
tural county or a4 populous 
industrial area. Others are little 
sheets in: sparsely inhabited 


districts giving only what to the 
outsider would seem humdrum 
news, and not very much of that 
But whether rich or struggling 


the provincial weeklies nearly 
always inspire friendly trust 
among their readers. Wherever 


British troops or ships are to be 
found, the local weekhes from 
home are welcomed as friends 
They are news from home, news 
of home Probably many of 
those here to-day know from 
their own experience how a man 
away in the Forces wants to know 
what folk are doing in his own 
town or village 

‘A litth country paper 
may serve only a small public 
but it is a critical public, and no 
editor is likely to please it unless 


CASTLE 


he tries hard and with public 
spirit to meet its needs. Sizes 
and circulations are not every- 
thing. No one would scorn the 


Village store because it was not 
as big as Harrods, nor should we 
belittle even the smallest country 
paper Its editor never dreams 
of reaching the throneroom of 
journalism in Printing House 
Square, but he fulfils a useful 
purpose Or his paper would not 
continue to exist 
As education has improved, it 
has caused great changes in the 
popular Press, most of them for 
the better. The B.B.C. has stimu- 
lated many intellectual interests 
hitherto dormant in the mass of 
people, and notable changes in 
reading may well be determined 
by that fact 
Under the influence of the 
B.B.C..” Mr. Andrews said, “we 
must expect changes amounting 
almost to a technical transforma 
tion of the Press. I hope we shall 
see better printing, better pictures 
we shall almost certainly see 
colour printing in the next few 
years quicker and better written 
news, and a bolder editorial treat- 
ment of news. London will be 
the pioneer, but the provinces will 
not lag far behind 


Radio Cannot 
Supplant Press 


Radio cannot supplant the 
Press. The eye can take in news 
very much quicker than the ear 
But radio talks and television will 
stimulate a broader interest in 
current subjects and the Press will 
need to satisfy that interest 


Cheap production is not 
everything im a newspaper, 
nd the provincial reader 
likes to think that the paper in 


which he reads his local news 1s 
directed, not by magnates in Lon- 
don, but by men of his own breed 
ind district; is owned by men 
who perhaps went to the same 
school as he did, is edited by a 
nan whom he meets at the Rotary 
Club—in a word, is a newspaper 
rooted in his soil, and as local as 
his Town Hall The very small 
groups may expand a little, and 
other groups may be formed, but 
political conditions do not favour 
the building up of enormous 
groups. It would be dangerous 
to attempt such expansion 


There are various dangers 
to various classes of the provin 
cial Press, we must never forget 
that independence and the local 


spirit give them immense vitality 
They are an organic, living, hope- 


GREEN - TAU 


The influence of regional and local newspapers 
is widely recognised, said W. L. Andrews, 
editor of the Yorkshire Post, during an address 


to the Royal Society of Arts. 


Other points 


from his address are given here. 


ful part of the greatness of our 
country That is, amid all our 
difficulties, their post-war posi- 
tion, and it gives one confidence 

“There is in journalism a 
process of endless change, but 
the virtues of the characteristic 
provincial papers are the virtues 
of the provinces, and they remain 
steadfast. They always will while 
the fields and farms and the 
little market-places remain full 
of a friendly interest between 
neighbours 

The provincial papers have 
organised a common defence 
against the dangers before them 


They have the Newspaper 
Society, doing excellent work 
on their behalf 


“The Society deals with legis 
lation, advertising, labour con 
ditions tele-communications, 
editorial questions, and through 
associated) organisations with 
pensions, and mutual insurance 
against possible consequences of 
actions. Closely associated with 
it are the Guild of British News- 
paper Editors and its regional 
Guilds. A joint Editorial Com- 
mittee links the Newspaper Society 
with the Guild. These organisa- 


tions do not issue directives to 
members on editorial policy 
Their main business is to wage 


a ceaseless campaign to get from 
public bodies better facilities for 
the Press 


Some Leading Newspaper Ad. 


Te moperley 


JOSEPH 
business career in the 
the Bacup 
under his 
Priestley, 
editor and managing director of 
the Bacup Times Ltd 


TEMPERLEY started his 
office ot 
Times aS a junior 
uncle, Mr. I J 
who was at that time 
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“In his assessment of the provin- 
cial Press in 1950, Mr. Andrews 
said, “We must estimate the ten- 
dency to fewer papers, the 
chances of sharp change in their 
character, and the prospects of 
more and bigger groups of 
ownership. 

‘lt seems to me 
near future there 
dency to have fewer provincial 
papers, The days when a country 
printer could easily add a weekly 
paper to his establishment be- 
long to the romantic past 


that in the 
will be a ten- 


“A well-established paper 
keeps its advertising almost 
as by right I have been on 


poorly run papers that somehow 
could not lose the loyalty of 
their suffering readers 1 
have been on most vigorous and 
enterprising mew papers that 
always seemed to be beating the 
air, but never their old fashioned 


rivals. | agree with the Royal 
Commission that it would be 
good for the public if we had 


more papers expressing their in- 
dividual points of view, but I do 
not expect this to happen to any 
significant extent in the provin- 
ces. We need not regret this 
over-much when we see how 
public-spirited and fair-minded 
almost all provincial papers are 
There is not the extreme bias 
that there used to be in their 
treatment of news.” 


Men 


He spent several years learning 
nechanical composition, layout, 
make-up, jobbing printing, and 
the commercial side of the news- 
paper business, before he be- 
came assistant manager, and 
issistant advertising manager, in 
1932 

In 1938 he took control as 
general manager and advertise- 
ment manager. He was made a 
director of the company later the 
same year. He served in the first 
world war, and during the second 
was a member of the special con- 
stabulary, and a local observer 
for the Ministry of Information 
Joseph is a member of the Roch- 
dale and Bacup War Pensions 
Committee, and the Panel of the 
Rossendale Disablement Advisory 
Committee 
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These Are Advertising In | 


The Weeklies 
Large spaces for winter sales, a few new campaigns, and 
increased furniture advertising kept weeklies tightly packed 
in spite of the approaching election, says LONDON REP. 


election, the weeklies once 

more looked replete with 
many types of advertising 
Larger spaces for the January 
sales, and a number of regional 
campaigns helped to swell the 
totals. A few new campaigns on 
national! scale also began. Fur 
niture advertising began to in- 
crease in volume and frequency 
towards the end of the month, 
and the final result was above 
the average The dvmand for 
space seems to be keeping up and 
some local weeklies have diffi- 
culty in meeting demands. 

Among new campaigns, 


I: spite of the forthcoming 


the 


NEW ADVERTISERS 


Feedrite, Lucozade, Galloway's 
Cough Syrup, Military Pickle, 
Meggeson Tablets, Benger's 
Food, Carltona Pancake Mixture, 
News Chronicle, Punch & Judy 
Toothpaste, Nappi-wite, Great 
Universal Stores, S.R. Tooth- 
paste, “Q.A.” Aspirin Tablets, 
Ministry of Agriculture and 
Fisheries, Oxydol, Knight, Frank 
& Rutley’s Auction Galleries, 
British Salt Federation, and 
Caradium. 


Ministry of Agriculture were 
back again, in numerous weeklies 
in agricultural areas. The new 
scheme provides for 54-inch 
doubles in all parts of the 
country More Bengers Food 
spaces were apparent, especially 
in south-western areas six-inch 
doubles being used. Carltona. 
another old advertiser, is back 
again in the north-west to name 
but one area. Homade Flour 
six-inch doubles have appeared 
in the south-east for quite a while 
and are ngw appearing in 
several other areas Another 
newcomer is Feedrite baby feeder 
using two-inch doubles The 
campaign for Meggeson Dyspep- 
sia Tablets seems to have been 
extended 

Galloway's Cough Syrup with 
the well remembered “G” domin- 
ating the space appeared again, 
mostly in the London area. What 
appears to be quite a big scheme 
for Lucozade started in various 
areas using cight-inch doubles 
Parozone, long advertised in the 
weeklies, appeared more fre- 
quently in more papers during the 
past few weeks 

Publisher advertising was to 
the fore last month. The Daily 
Herald were taking eleven-inch 
triples to announce that Low was 
joining that paper. The Sunday 
Dispatch took six-inch doubles to 
announce a £5.000 Election com- 
petition. This campaign appeared 


in numerous 
I vening 
in the 
nounce 


week lies. The 

Standard used weeklies 
Home Counties to an- 

the serialised story 
of “The Blue Lamp.” The 
News Chronicle extensively ad 
vertised “The Great Debate is 
on,” giving the names of pro- 
minent politicians who would be 
dealing with issues vital to 
Britain. A later News Chronicle 
space featured the 
Vicky 

A four-inch double for Punch 
& Judy Toothpaste (the new 
children’s toothpaste) appeared 
in selected areas The tooth- 
paste is made in strawberry, 
banana and peppermint cream 
flavours. S.R. Toothpaste six- 
inch doubles featured in selected 
areas, after a short lapse 

Pye television used some two- 
inch singles; Colmans Mustard 
three-inch singles; and QA 
aspirin tablets, an advertiser not 
noticed before, used four-inch 
doubles. 

Oxydol spaces also appeared in 
various weeklies, with heaviest 
concentration in western areas. 
Quix, too, was back again in 
numerous weeklies with some eye 
catching six-inch doubles. Similar 
spaces for the Stork Margarine 
Cookery Service continue in 
weeklies up and down the 
country. 

W. H. Smith & Sons Library 
Service advertising appeared in 
weeklies covering local branches 
during the month, a repetition of 
the scheme of a few months ago 
Mortons Soups are still using 
weeklies in Kent and other south- 
eastern areas 

There were more speciai New 
Year features this year than was 
the case in 1949 


cartoonist | 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
intensively cover the populous and 
prosperous area of South-West 

Middlesex. 


NET SALES 


41,692 


A.B.C. 


136 HIGH STREET 
HOUN'LOW 
Phone ; HOUnsiow 0016-78 


London : George Jackson, 
Cliffords Inn, E.C4 HOL 361! 


Founder Member London Suburbon 
and Home Counties Press Group 
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1704 “Small Ads” 


| the equivalent of 722 inches 
appeared in four consecutive 
| issues of the 


| 
Essex County Standard 


* There can't be much wrong 
with a paper like that! 


7 


SRR a 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 54,182 WEEKLY (A.B.C.) 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (ceNeroi 2626) 


For Greater London &Surrey Campaigns” 


Croyion | 
Times 


SERIES 


104 HIGH ST., CROYDON Tel. Croydon 3434 


: 


CT4 


Relic Printed 
LETTERHEADINGS 


Without Steel Dies / 


ROOSTER photography 
COVERS 


POOSTER PUBLICITY LTO PETERBOROUGH 
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_ have your own 

4 : 

} 2 

| 5 » . 

exclusive box paper! 

$ : 
: Your personality is the public-relations side of your business 
i , 
i A plain paper wrap can do nothing whatever for your reputa- 
: tion. A well designed and lively paper is an obvious improve- 
: 
: ment. . . . And a paper which is not only attractive but 
distinctive, which carries your name, your device, the very 


stamp of your personality into highways and homes of the 


world — now that is best of all. 


SANDERSON 


SIGNATURE PAPERS 


whether you use them for packs or for wrapping, take care of 


your public appearance. An extra charge on the first 


thirty reams covers costs of design and special printing 


rollers. 


After that they’re as inexpensive as any other of 


Sanderson's famous range. 


ARTHUR SANDERSON & SONS LTD 


$7 BERNERS STREET - 


LONDON w.t TEL 


MUSEUM 78600 


| Newspapers Leadership In 
Local And National Life 


Regional Weeklies 


T is possible that a local 

weekly — the Shrewsbury 

Chronicle — will have played 
an important part in the battle 
for dollars. Last August the 
newspaper carried an advertise- 
ment for an electric kettle. Now 
a letter has been received from a 
reader in West Virginia, U.S.A., 
saying that that type of kettle is 
not available in the United States 
and asking for further informa- 
tion. The letter has been passed 
to the West Midlands Electricity 
Board, who will explore the pos- 
sibilities of exporting the adver- 
tised type of kettle to America. 

Readers of local newspapers in 
Bradford will applaud the recent 
venture of the Telegraph & 
Argus. This Westminster Group 
evening newspaper conducted a 
survey among the owners and 
tenants of older houses to get 
some idea of what they desired 
in the form of heating, cooking, 
and water heating appliances. 
First tests were carried out on 
the Bradford Corporation estates. 
Of 355 replies to the question- 
naire, 345 favoured modern 
equipment, with only seven in 
opposition. Three had modernised 
appliances at their own expense. 
It is understood that Bradford 
Corporation now proposes to 
borrow £300,000 to provide new 
fireplaces gas or electrical 
cookers, for tenants of 6,000 old- 
type Corporation houses. A fine 
example of leadership in local 
life. 


War On 
Free Puffs 


Local newspapers may shortly 
take sterner action in dealing 
with free publicity merchants, 
unless more discrimination is used 
by P.R.Os in the selection, 
quantity, and quality of the 
material sent out. So much is 
badly written, and the quantity 
is without sense or reason. Cul- 
prits are to be found among the 
free-lance public relations officers, 
or consultants, while those occu- 
pying official positions in govern 
ment, local government, and in- 
dustrial concerns, are not entirely 
blameless. There are two ways 
of doing a job—the right way and 
the wrong way. Unfortunately, 
lack of experience makes many 
do this vital job the wrong way 
Too many have had insufficient 
practical experience of a news- 
paper office, and an even smaller 
number production experience. 

The average journalist would 
islways prefer facilities to get his 
own news rather than rely on 
hand-outs, and the P.R.O. will 
win much more goodwill for his 
organisation by supplying facili- 
ties to newspapers on request 
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The local newspaper—or any 
other newspaper for that matter 
—knows the type of story its 
readers want, and whatever or- 
ganisation employs the P.R.O., 
they will go to him far more 
readily if he assists them, and is 
not always bursting to get into 
print. 

News values must be left to the 
discretion of editors and their 
staffs. 

* * 


Another bad habit—which is, 
unfortunately, increasing—is that 
of attempting to put a cash value 


on cuttings from the editorial 
columns of local newspapers. 
Any item which appears in 


editorial columns has an entirely 
different value—not monetary— 
from that which may appear in 
advertisement columns. In the 
latter it is possible to say what 
one wants, to whom one wants, 
when one wants. But in editorial 
columns, only items of high news 
value and intense local interest 
are likely to find a place. 

Let the P.R.O. get away from 
plugging and concentrating on 
news and interest items. Let him 
inform newspapers where this 
information is available; then we 
shal] be getting towards the ideal 
relation between this much 
maligned official and the news- 
paper world. And what a happy 
day that will be 


FRANK NORTH 


Enterprise Of 
“Wolverhampton 


Chronicle” 


RECENT edition of the 

Wolverhampton Chronicle 
contained three special advertise- 
ment features and a promotion 
scheme. 

On page four there was the 
usual Amusement Parade. This 
is self explanatory. On page eight 
appeared the first of an enter- 
prising new feature which is in 
the form of a diary subscribed 
by a Wolverhampton housewife 
This will be edited by different 
contributors at intervals in the 


future. On page fourteen a com- 
prehensive holiday guide gave 
suggested holiday resorts with 


full details regarding hours of 
sunshine, miles from Wolver- 
hampton, rail fare, coach fare, 
and the route by road. On 
another page appeared the 
“Adword” competition, organised 
by the Express & Star, Wolver- 
hampton. 

These innovations represent 
considerable advances in the 
standard of service to which 
readers ordinarily expect. The 
Express & Star are to be con 
gratulated on their enterprise 
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He’s due to hook for the Old Boys at three but he’ll finish the “ Post” in the train so that 


his wife can read it after lunch. The “ Post” is an essential part of the background of the 


young Midland business man. Someday he'll be a key executive or on the Board—may be 


in the Council as well. He trusts our news and respects our views, and he accepts the 
advertisements as reliable—like the paper. 


To cover the Midlands first cover Birmingham 


The Birmingham Post 
Morning Daily Member of A.B.C. 
Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 


_, 38 NEW STREET, BIRMINGHAM 2 London O ice: 88 FLEET STREET, E.C.4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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Picture Post 


181950 


Picture Post continues to head the list for many nationally-known 


firms with big advertising plans. From the spring campaigns 


onwards, others will be sharing its unique influence and prestige, as well 


as its resources in hard salesmanship. 


This salesmanship is solidly based on a really national, all-class 


Seine close on |} million now, and steadily rising. 


Picture Post HiQtamieae again, includes one out of every four men 


and women in the country. 


Turn to its advertisement pages and you get real 


Picture Post now offers really large spaces—two-page spreads, for example— 


F. A. Gray, Advertisement Manager; Hulton Press Limite: 
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z 


in full colour. This is the most powerful space in British advertising. 

And Picture Post will always make special arrangements on request, 

as far as current supplies of paper etc. will permit. 

The editorial authority of Picture Post continues to vin EE 
Consumers and retailers both know that the goods and services advertised 

in Picture Post share its name for reliability. For Picture Post is not just 
Britain’s leading weekly picture magazine. Picture Post is already an integral 


part of British life. 


Nor does the responsibility of Picture Post end with publishing. Picture Post 
also offers its advertisers a tested merchandising This 
enables them to make full use of the resources and influence of Picture Post, 


to ‘ follow through’ from its advertisement pages to the actual points 


of sale. This service will be continuously developed and extended 


throughout 1950. 


PIC TURE 


3-44 Shoe Lane, London, E.C.4. Telephone: Central 7400 
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THE ADVERTISING DEPARTMENT, = 


THE BET. FEDERATION ITD 


88, KINGSWAY, LONDON, W.C.2. TELEPHONE: HOLBORN 7888 


Controls advertising space on 
6,500 Buses in 24 Counties 
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OUTDOOR ADVERTISING 


industry depends upon increased use of the 
luxury groups. Sos cbeeiite anit cnatiet 


advertisers want more facts upon which to base allocations. Unless poster 


contractors supply such data, they cannot expect more favourable 


says the advertising manager of a small manufacturing company. 


Can Posters Help The 
Small Advertiser ? 


advertising gives equal value 

with other media, then the 
poster industry should say so. 
The increasing demand for com- 
parable information relative to 
various media is bound in time 
to affect outdoor ‘advertising. 
Clearly, if the Press can give an 
indication of the number of pros- 
pects reached at a certain cost, 
advertisers will expect—and 
should be given—similar infor- 
mation on posters. This does not 
mean that advertisers want to be 
fogged by hypothetical arguments 
on statistics and percentages, but 
rather that they should be told 
directly that a poster campaign 
covering an administrative area, 
or other designation, will require 
so Many posters, and the cost will 
be so many pounds. 

For too long the poster indus- 
try has relied upon selling itself 
on the success stories of such 
big advertisers as the Govern- 
ment, Guinness, Bovril, Yardley's, 
Oxo, Player's, the petrol com- 
panies, and several others. But 
now the media market is chang- 
ing and buyers want facts upon 
which to base their allocations to 
the various media. If the poster 
industry cannot supply such data, 
then it cannot expect more 
favourable consideration Re- 
member, “The man who pays the 
piper calls the tune,” and until 
these problems are tackled, there 
will be no expanding usage of 
outdoor advertising. Long term 
stability within the industry de- 
pends upon increased use of 
posters by industries outside the 
luxury groups 

How can outdoor advertising 
sell itself to new users? A manu- 
facturer thinking of beginning to 
advertise, or of changing his mar- 
keting methods, is primarily con- 
cerned with rhe risk, and the cost. 
Therefore poster contractors 

would be well advised to collect 
and collate information on poster 
campaign costs. 

Most medium-sized and small 
companies are frightened away 
from poster advertising by the 
very fact that many of the present 
users operate on six-figure ap- 
propriations. Yet with its thou- 
sands of sites, throughout the 
country, the poster industry is 
well-placed to give the smaller 


|: pound for pound poster 


advertiser a service second to 


none. se campaigns. may 
mever reach beyond county 
boundaries, but they will build 


up the prestige of outdoor adver- 
tising among a much wider 
group of manufacturers. 

The average business executive 
is quite often without any idea 
of how much he must spend to 
achieve a particular, or effective, 
coverage. Fears that a worth- 
while showing is not possible 
without spending vast sums must 
be dispelled. Outdoor advertis- 
ing interests will render a valu- 
able service to themselves and 
prospective users by explaining 
some typical costings. This will 
allow prospects to gauge roughly 
the kind of expenditure they may 
be put to in conducting a poster 
campaign. 

Other factors of which adver- 
tising managers will have to be 
convinced before they will com- 
mit themselves are “site value” 
and “site visibility.” 

I am an advertiser, and some 
time may want to blanket the 
whole of the county of Kent. Is 
it not possible for the poster in- 
dustry to supply me with data on 
what such a campaign is likely 
to achieve, what it will cost, and 
what number of posters will be 
required? 

The poster industry might well 
follow the pattern of the admin- 
istrative areas into which the 
country is divided, and make 
estimates accordingly. Each of 
these areas is in itself an ideal 
market-testing ground, for they 
usually contain a cross-section of 
the population. In each of these 
areas the poster industry must 
have a known number of sites, 
which have done invaluable work 
over a period of years. There 
fore, working on the prescribed 
principle of a given number of 
showings per thousand of the 
population, costs of a specified 
campaign could be assessed. But, 
of _course, the greatest obstacle to 
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the poster industry giving such an 
overall campaign cost figure is the 
variety of rates and procedures 
that obtain. 

One expects to pay for choice 
locations with heaviest traffic and 
readership figures, and such sites 
must represent a considerable in- 
vestment, even for a big national 
advertiser. But such sites should 
not debar poster interests from 
giving overall coverage data to a 
new prospect. Unfortunately, 
there is a tendency towards the 
“rate for the site” principle, 
rather than a “rate for the cam- 
paign™ quotation, which is the 
only one likely to attract new 
users 

Without a doubt, standardisa- 
tion of rates and procedures 
would be of bdenefit to both the 
poster industry and the advertiser 
In truth, to remain successful as 
a medium outdoor advertising 
must move with the times. Admit- 
tedly, great strides are being made 
in the design and location of 
poster sites. But the main task 
is surely to convince manufac- 
turers that outdoor advertising 
can at least be helpful to them in 
their selling campaign. 

The apparent lack of cohesion 
and basic information is probably 
accounted for by the ae that 
the scientific approach to aioe 
advertising developed late in its 
history. As a result, many con- 
tractors are acting with only 
superficial knowledge of what the 
medium can really do Many 
concentrate upon poster audi- 
ences, rather than the carly stages 
of campaign planning, which are 
vital if a true picture is to be 
given to prospective poster adver- 
tisers 

It should be remembered that 
the modern manufacturer is in- 
terested in quality all down the 
line in his selling campaign 
With the Press, he is given a stan- 
dard of measurement, but with 
outdoor advertising there is none! 


Some work has been done in 
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this direction in America A 
short while ago, Mills & Rockleys 
Lid. published the findings of a 
survey they had carried out, but 
this survey was no more than 
a valuable first step. Much re- 
mains to be done, and poster con- 
tractors might well consider a 
co-operative effort to carry on 
this work so ably started, and 
commendably presented For 
surely the future of the whole 
outdoor advertising depends 
upon it being able to sell itself 
to an increasing number of users 
New users must be encour 
aged by convincing arguments 
based on facts. Let us have valid 
reasons why the medium should 
be used. What else wil) the new 
user want to know? He wants 
to know where the people live, 
where they work, how they travel 
back and forth, and where they 
shop? Supply this information 
and it will be found that inquiries 
begin to mount up 
Most advertisers other than 
the big boys—have only a vague 
idea of what outdoor advertising 
can do for them. Some days 
ago, I met an advertiser who had 
been using outdoor advertising 
for ten years. “Does it bring any 
results?” | asked. His reply was, 
“I really don't know, apart from 
the fact that occasionally clients 
tell me they have seen my pos 
ters.” Obviously, this man's 
advertising is being seen by a 
far larger number than those who 
make definite inquiry, yet he is 
not entirely convinced that he 
will continue using the medium 
This example emphasises the need 
for research. There is probably 
no other form of advertising 
where expenditure of time and 
money on planning is more 
necessary than in outdoor adver- 
tising. But where such expendi- 
ture is intelligently applied the 
industry will reap the reward by 
having longer waiting lists of 
clients 
B.H. 
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most insistent. 


shopper and passer-by. 


product quickly attains 
word. 


@ That is why the Poster 


ff 


iSSUED ay TH aeair “4 ? STEER AQVERT 


| 0 ol 


\/Z : 
ve 


Of all forms of advertising, the colourful Poster is the 
Day after day it proclaims its message to every 


It cannot be overlooked, even by those who “never 
read advertisements”. Thus, the name of a “Posterised” 


succeeds—and why no advertis- 
ing campaign is complete without it. 


| THE POSTER PULLS - YOU CANT GET AWAY FROM IT/) 
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0 parody @ famous 
Outdoor Aavertiser 


THERES A LOT OF SALES 


INA LITTLE POSTER 
CAMPAIGN 


of POSTERS 
>> TURN NAMES 
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—— HOUSEHOLD 


the familiarity of a household 
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Build Sales And Prestige With 
Designed Posters 


IKE most other things, 

posters are the simplest 

things to buy if you go the 
right way about it. In this, the 
second part of an article on the 
purchase of posters, the adver 
tising manager of a well-known 
national advertiser discusses the 
procedure after design has been 
agreed. The quality of a poster 
depends upon efficient handling at 
this Stage 

The size of the original will 
vary with the artist. Some get 
their best effects when working 
on the large scale, others on the 
small, but all will, of course, 
work to proportion 

Normal practice is to ask for 
quotations when the semi- 
finished sketch has been ap- 
proved. If the sketch originated 
from a printer, then one is 
ethically bound to invite quota- 
tions from that printer only. If, 
however, the sketch originates in 
the advertiser's own studio, or in 
that of his advertising agent. 
there is no such obligation, and 
quotations can be invited by a 
number of printers. 

When quotations are asked for, 
it is usual to request a sample of 
the paper upon which the poster 
will be printed. Substance and 
quality are of vital importance 
The whiteness of paper is most 
important. During the immediate 
post-war years, when poster ad- 
vertisers had to take whatever 
paper was offered, many often 
printed a white, to ensure maxi 
mum effect. Even now, this point 
should be considered seriously 
when printing any poster, because 
a rain-soaked poster will often 
reveal, through the paper 
brightly-coloured elements of a 
predecessor, if the tablet. or site 
has not been properly stripped, 
or blanked out before re-posting 
The printed white will guard 
against loss of effect in this con- 
tingency. It is not wise to try to 
economise over paper, or ink 

In gauging quantities, it is 
normal to allow from 50 per cent 
to 100 per cent replacement for 
any contract on bill-posters’ 
hoardings, according to the 
duration of the campaign and 
seasonal conditions. For adver- 
tisers who have their own small 
boards fixed on retailers premises, 
it will be found that a ten per 
cent replacefment allowance is 
adequate, because most of these 
sites are out of reach of the mis 
creants responsible for the de- 
facement of posters. Under these 
circumstances, the normal 
printers’ over-run is adequate for 
such replacement needs; this 
seldom exceeds 10 per cent on 
the original quantity ordered 
Having given a definite order. it 


Consult the printer at the outset and there will be fewer 


mistakes. 


A competent designer and printer will save 


money, and produce a poster that sells, and builds prestige. 


is wise to ask for colour proofs 

It should be remembered that 
a printer is not bound to supply 
a full-colour proof of a poster 
in the normal quoted price, and 
if the advertiser insists on a 
proof, due allowance must be 
made in quotations. It is wise 
to ask for a proof for two 
reasons. First, mistakes may be 
made, which are not discovered 
until the job is well in hand, 
furthermore, errors in reproduc 
tion occur even im the best 
regulated printing houses At 
proof stage, it is possible to check 
progress, and, if necessary, make 
any alterations. Secondly, it is 
wise to be assured that the inks 
used are not fugitive. These con 
ditions can be ascertained with 
the aid of a fadeometer. Inks 
which do not seem likely to give 
the required exposure period 
without undue fading should be 
rejected Much time can be 


saved if the inks to be used are 
specified. If a poster is being 
reprinted, it is not necessary to 
call for a full-colour proof. In 
such an instance, it is customary 
for colour pulls of the inks to be 
used, and give them fadeometer- 
testing before the printing 

Date of delivery is important 
If the posters are not forthcoming 
when the campaign is due to 
commence, space costs are 
wasted, and the billposters are 
held up. Delivery date should 
be fixed at the time of inviting 
quotations, and confirmation of 
acceptance should be obtained 
from the printer before placing 
the order 

Negotiation of all the pre- 
ceding items is usually handled 
by the advertising department 
direct with the printer. Accept- 
ance of the quotation, and 
authority to book the paper are 
given as early as possible, to 
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enable the job to be fitted into 
the printer's programme. 

Proofs are submitted for the 
advertising manager's final ap- 
proval, and he should be kept 
advised of fadeometer reports, 
should any prove below standard 
From delivenes, random samples 
can be checked against proof, and 
submitted to fadeometer testing, 
to ensure that the agreed 
standards have been maintained. 

This exposition of the way in 
which to buy posters has been 
rather lengthy, but then, in actual 
practice, some months can elapse 
before a poster can be deemed as 
bought. The essential points are 
not numerous. They involve (a) 
framing the story, (b) determin- 
ing the most suitable technique 
of presentation, (c) fixing the 
extent of the campaign, from 
which the different sizes and lay- 
outs, and the quantities are 
assessed; (d) creating the design; 
(e) agreeing the normal con- 
ditions of purchase, and placing 
the order; (f) supervision of the 
execution of the order 

Finally, there is one homily for 
the poster buyer--a homily to 
which he should adhere rigidly 
Consult the printer at the begin- 
ning, when the design is but an 
idea, and thereafter, until the 
poster is delivered 

Using a competent designer 
and printer there will be little to 
worry about. The resultant poster 
will sell, and be a credit to its 
sponsor A hundred guinea 
artist will save his sponsor money 
and sell his goods. 


Effective 


N effective answer to the 
critics of outdoor advertising 

on the amenity score is given by a 
new poster station in Woodgrange 
Road, Forest Gate. Already the 
venture 1s attracting appreciative 
local comment. From what was 
a piece of waste land, a pleasing 
garden site has been created by 
Dominant Sites Ltd. Two SO ft 
x 10 ft. bulletin boards, erected 
to catch both through and return 
traffic, provide a purposeful al- 
ternative to a former dereliction 
The improvement has caused 
much comment, and letters from 


of the new Dominant Sit 


Answer To Critics 


church trustees to Dominant Sites 
Ltd., characterise local feelings 
Extracts from two letters are 
given here 

“I should also like to add a 
personal, though not isolated 
word of admiration for the way 
in which the blitzed site has 
been restored to use and beauty 
lt may interest you to know that 
from being referred to locally as 
the empty site’ it is rapidly be 
coming known as “The Gardens.” 

Edith A. Kirk 

At a meeting of Trustees of 
Woodgrange Methodist Church 


which is creating widespread local interest 


bombed site has been enhanced 


a report was received on the work 
you had carried out in beautifying 
the Woodgrange Road site 


I was instructed by that meet- 
ing to record our appreciation, in 
the Minutes, of the work done 
and to write and convey such 
appreciation to you 


‘I understand you have made 
a further suggestion as to the 
possibility of the local Council 
providing two seats on the site 
If this is possible the Trustees 
have no objection.”—£. N 
Sedewick 
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G. A. Shankland Ltd 


GRAFTON WORKS, GRAFTON RD., N.W.5 
GULLIVER 5595-6 


THE SYMBOL OF FINE QUALITY 
f° SILK SCREEN PRINTING AND DISPLAY 


POSTER ADVERTISING 


by Mills & Rockleys 


Station Approach, Taunton. Just one example of how ordinary hoardings 
are being improved. “ Cheek by Jow!” posting has become a thing of the past. 


it & our constant aim to provide 
an outdoor advertising service 
which is unrivalled and equally 
efficient throughout the whole of 
territory To this end 
new suggestion and ideas are 
continually considered 
Whether a takes 4&8 
complete ordinary display, 4 
solus display a single site 
for a jong of short period, be 
may rely upon i that our full 
resources are at bis command 


Mills & Rockleys Ltd. — 


Central Offices: 21 QUBENS ROAD 
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More Appeal Decisions... 
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1. Refusal on grounds that the advertisement would be detri- 
mental to the amenities of the neighbourhood. The appeal was allowed, 
the Minister stating that the display of advertisements of the type required 
would not be out of keeping with the characteristics of the locality. 

David Allen & Sons Ltd. Site: Marsh Lane, Bootle. Authority: Liverpool 
County Borough. 


2. Refusal on grounds that the advertisement would be detri- 
mental to the amenities of the neighbourhood. The appeal was allowed, 
the Minister stating that the display of advertisements of the type required 
would not be out of keeping with the characteristics of the locality. 

David Allen & Sons Ltd. Site: Hawthorne Road, Bootle. Authority: 
Liverpool County Borough. 

3. Refusal on grounds that the use of the site for the display 
of advertisements is unsuitable in the light of the general characteristics 
of the locality. The appeal was allowed, the Minister stating that the 
display of advertisements of the type required would not be out of keeping 
with the characteristics of the locality. 

Mills & Rockleys Ltd. Site: Watling Street, Towcester. Authority: 
Northants County Council. 
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... He just 


can t 


do it! 


In the process engraver’s Utopia, the correctly related number 


of jobs to production capacity would flow through smoothly each 
day. But it is never like that. Sometimes there is a little slack to 


take up so that jobs can flow through comfortably and to schedule. 


At other times (it recurs frequently these days) demands from all 
clients are siepped up simultaneously so that the production needed is 
beyond capacity. There must be occasions then, when every job 
cannot go home dead on the client's time, and we think it more honest 


to admit this. Indeed, any process engraver who suggests that he 


can always deliver to time is making a guarantee which he is 
simply incapable of fulfilling. In every set of circumstances we 
do everything we can to be as reliable and helpful as possible. 


This is our conception of the much abused term “ Service "’. 


GRETA AN ES ON} 


itt SHOE LANE LONDON EC4 Telephone Central 6555, 18 line 


Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 
PROCE NGRAVER rive mT AND PHOTOGRAPHER 


ADVERTISEMENT TYPESETTERS « STEREOTYPERS AND ELECTROT PER 


ORIN as iil Oe “oS Ml in gaan RN ls Ti aE ae: ce A : 

Oe! d ’ i ' = en 

ian x 
a : ‘ . mn 
i; ant TR ee Nae, i - 

! é of oe a 
* : eee tae Bess | 4 a F — 
Se (an £ ye Teall ne Gs . 
ey ale . : ie te 
ae ee ae | oe * ae Fi 
: : f° bs , Bi | Rea te see x ae 7 
; j ee ies * B( : «yn é 3 a 

Pe ee — > 4 = or - - - a oe ; - I 
ie a Xe t i 
J ae eat — 

.o ‘ AAs g 
% ay 7) & ie 3 4 
th J g 4) + ee i 
& . 7, ” 
ee 7 2, Lf See + 
‘ wi NKo2 q 
1 —_— } oe? as 

| 7 : os : | a } ee | | 
: Pak Veps _ 
seins 2 ee { 
iy SET OA ia 
-\ Melt ai . 
pe iG 7 

| ALAS a 7 
#4 agile rz a, 
Be 49 asin , =a a z 

bs “tt Thy . 
 S eee ba dee fe Ds 
- enc os 

aS 
Ps ) Oo rs : 
x ~ 
i A : a 
, 4 
‘. = 7 4; : “9 of Be: - ae re oe ba wag '® = : bo f - ‘ : ’ 


ADVERTISER'S WEEKLY 290 
} 


for . pinta 
experience 
in Foster 
advertising 
consult 


Sheldons 


Estab. 1840 


Feervuary 16, 1950 


Sheldons It¢ 


SHELDON HOUSE, QUEEN STREET, LEEDS |! 


4. Refusal on grounds that it would be prejudicial to the amenities 
of the neighbourhood. The appeal was dismissed, the Minister stating 
that the panel would not be in keeping with the characteristics of the 
locality concerned. 

David Allen & Sons Ltd. Site: Gate Avenue, Brow, Liverpool. Authority: 
Liverpool County Borough. 

§. Refusal on grounds that the use of the site for the display of 
advertisement is unsuitable in the light of the general characteristics of 
| the locality. The appeal was dismissed, the Minister being of the opinion 


| ~ | that the display of advertisements would not be in keeping with the charac- 
tl || j teristics of the locality 
: | Mills & Rockleys Ltd. Site: Mill Road, Kettering. Authority: Northants 
* 


i County Council. 
ig 


. A 6. Refusal on grounds that the use of the site for the display of 
FIT / | advertisements is unsuitable in the light of the general characteristics 
ba of the locality The appeal was allowed, the Minister stating that the 


MMANCHESTER BILLPOSTING CO. Ll”? display of advertisements of the type required would not be out of keeping 


with the characteristics of the locality. 


29 BOOTLE STREET * DEANSGATE » MANCHESTER 2 | Mills & Rockleys Ltd. Site: Mannings Lane, Harpole. Authority: 
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Winsor & Newton (Pty) Ltd Sydney Australia 


Winsor & Newton Inc New York City USA 
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ADVERTISER'S WEEKLY 


A chrowledgemens i) made to the frms shown bere 
for their sourtery in civime permission for their 
wanes to be reproduced 


You’re in 
good company 


when you specify 
Clyde Paper 


It takes paper of consistent fine quality to win year-in-year-out 


approval from great firms like these. Their labels, wrappers, packets, 
showcords and other printed materials do more than identify their - 
products ; they convey a subtle impression of quality. All of them use 
Clyde Coated Papers ; some have definitely specified them for 
much of their printing for years past, and continue to do so. There could 
be no finer testimony to the consistent quality of this famous 


range of papers. Let Clyde Papers do a better job for you. 


Makers of CRYSTAL ART—a genuine coated paper 


Agents _ 
Lendon —johnston, Horsburgh & Co. Led., 20 Queenhithe, E.C.4 
Provinces —Percy Westbrook & Co. 301 4 Corn Exch. Bidgs., Cathedral St. Manchester4 


M. Ireland & Eire —G. A. Keatinge Craglea Furry Park, Raheny Co. Dublin 


BRITISH INDUSTRIES FAIR 
Semttew “traat nil 


MAY 8-19 


— - 


OLDNESS and simplicity are 
notable features of this 
year's (1950) B.1.F. poster, which 
is printed in three colours, and 
will be displayed throughout the 
world. 
» 7 * 


SING the same copy, but a 
different illustration, George 
Evans & Sons Ltd. rely on the 
appeal to younger women in 
their latest poster for Evanese 
shoes. Designed and produced 


Teams 255-608 


pany 


Sow 


See 


SHES LUCKY/ 


~ 


by Gordon & Gotch Advertising 
Ltd, the poster appears on 
railway sites throughout the 
country. 

* * * 
ATEST tube-card for Emu 
Knitting Wools is notable 

for its ingenious conception. An 
excess of promotion § knitting 
patterns combined with a single 
colour, printed card make-up an 
effective, full-colour advertising 
message, at a smal! extra cost. 
The stylised trade-mark is printed 
in light blue on a white card, 
with the coloured promotion 
folders tastefully arranged. 

* * * 
ATEST selection of posters 
from W. H. Smith & Sons 

Ltd. feature the company’s many 
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A GOODMAN 
QUIZPLAY 


ADVERTISER'S WEEKLY 


Dynamo in Action? 


Whatever it is, this picture is not one of a 


dynamo. No! The dynamo in action is Us, 
because today is the marketing moment we've 
waited and prepared for. Gone are the days 
of “a little Display for prestige sake”. Once 
again we're doing Displays that sell. 

A great many customers are coming back 
to us for Display ideas tailored to retailers’ 
wants; Displays that will be used, not left in 
a parcel; Displays that will clinch the public’s 
spending power to advertised products. 

Once again there’s competition in windows, 
on shelves and counters. And our customers 


We're busy! Busy on sales-clinching Dis- 
plays for everything from publications to 
radios, cosmetics to motor-cars, eatables to 
drinkables, but never too busy to extend our 
service, since we planned for this two years 
ago. 

The illustration to our advertisement is easy 
this time. Guess you’ve got it, eh! Just 
a glass ashtray full of paper-clips! Well, 
making things tricky may catch the eye of 
the professional man like you, but in Display 
it’s the simplicity that counts — the simplicity 
that comes from years of experience. 


are getting more than a share of the best »*—_ 4 Will you come yourself and see 


positions. Better not leave it too late 
if you want to punch home that cam- 
paign right through to the point of sale. 


LEON GOODMAN DISPLAYS LTD 


artful simplicity at Leon Goodman's? 
Just ring Euston 5351. As Sophie Tucker 
used to say — We'll take care of you! 


119-125 WHITFIELD STREET wi 
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ADVERTISER'S WEEKLY 


The Field covers 
the 


country i 


‘The Field.” They go before a very receptive 
audience, because every reader of ‘‘ The Field” 
is deeply interested in the rural affairs and 


pursuits covered by this country newspaper. 


It is a wide and growing readership, too; 
** The Field” “goes to all parts of the country and its circulation 
has increased by 100%, since the war. “The Field” is the 
most profitable place in which to deliver your message. 


; THE FIELD © 


( The Country New spaper \) 
Uv 


ADVERTISEMENT MANAGER: A. NELSON ALLEN, 


6 Stratton Street, London, W.1 


Telephone : Grosvenor 3592 


MEMBER. OF THE A.B.C. 


294 
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Advertisements with “ country” appeal thrive in + | 
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THE MOST 
POPULAR 
EGYPTIAN 


DAILY 


Under the personal direction of its owner, Senator Mahmoud 
Abul Fath, the “AL MISRI"’ is Egypt's most popular news- 
paper. With its own local and foreign news staff, its feature 
articles, stories and pictures from all over the world, “AL 
MISRI"’ gives its readers a complete, well printed and 
progressive daily. 


Because of its large circulation, its rate per inch is very 
advantageous. 
Daily Edition 85,99! Saturday Edition 115,534 
HEAD OFFICE : 92 Shario Kaar e! Eini, Cairo. 
LONDON ADVERTISEMENT OFFICE » Overseas Publicity & 


Service Agency Led., 1/0 Fleet Street, E.C.4 
LONDON NEWS SERVICE : 8 Henriette Street, W.C.2. 
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OUTDOOR ADVERTISING 
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New Neon Sign Gives 


Wide Colour Choice 


MALL diameter neon tubing 

in yellow is used to produce 
a Striking night-time attraction 
at the Bristol office of the British 
Thomson-Houston Co., Ltd., after 
a lapse of many years. The sign 
links up with window displays of 
Mazda lamps and lighting equip- 
ment in the same building, and 
demonstrates how signs can be 


effectively used in the selling 
chain. 
* * * 
RIGHTER than “neon” is 


the claim made for a new 
type of sign being manufactured 
by the Acme Showcard Co., Ltd., 


under the trade name “Diver- 
gent.” The sign is made from 
plastics in contrasting colours 


Moulded lettering is fitted to a 
Perspex sheet background. Dur- 
ing daylight hours this sheet 
makes an effective daylight re- 
flector When illuminated at 
night the sign achieves remark- 
able brilliancy. 


* . * 


N ingenious and entirely new 

kind of neon sign, which has 
interchangeable letters and 
characters, “U-Change-Neon,” 
has been developed in the United 
States by the American Neon 
Manufacturing Company. It is 


This Bristol bright spot achieved 
with small diameter neon tube 
in yellow. 


claimed that this new sign allows 
the sales message to be changed 
within a matter of seconds. The 
method allows as many as five 
different colours to be used in 
any one word, or message. Should 
one of the characters break down 
it can be replaced without any 
major dislocation, and at com- 
paratively low cost, 


Five different colours can be used in any one word, or message in 


this latest neon sign 


POSTER GALLERY (Continued) 


services. The poster for the news- 
paper business, shown here, re- 
flects the high quality of the 
whole series. Designed by Edgar 
Longman 


* * * 


POSTER used for a cam- 

paign for Squires Gate 
Holiday Camp, was designed and 
produced in Lancashire, by 
Edward Dyer & Co., Ltd., in 
conjunction with B. C, Walters, 
publicity manager at the camp 
The poster is available in two 
sizes—-double royal and 16-sheet 
Some of the double royals are 
brass-bound for display in travel 
agencies and similar venues. The 
16-sheeters will be displayed on 
hoardings throughout England 


from America. 


by Manchester Poster Services 
Ltd Printers were Electric 
(Modern) Printing Works, Man- 
chester, usiig the chromo-litho 
process. Distribution is through 
D. Zynes Ltd. 


Manchester Silk Screen 
Exhibition 


Manchester's silk screen exhi- 
bition at the Houldsworth Hall 
during last week attracted many 
visitors of the “general interest” 
category. It was the first of its 
kind in Lancashire and showed 
exhibits from 24 firms 
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GROUP NEWSPAPERS: 
NORTHAMPTONSHIRE EVENING 
TELEGRAPH. Peterborough Citizen & 
Advertiser (twice weekly). Kettering 
Leader & Guardian. Wellingborough 
News. Rushden Echo & Argus. Thrap- 
ston, Raunds & Oundle journal. Lynn 
News & Advertiser (twice weekly) 
Bury Free Press. Suffolk Free Press. Isle 
of Ely & Wisbech Advertiser (twice 
weekly). Newmarket Journal. Market 
Harborough Advertiser & Midland Mail. 
Lincolnshire Free Press 

Managing Director: 
R. P. WINFREY, M.A., LL.B. 
Rote 43 10 . O s.c.i, flat 


ADVERTISER'S WEEKLY 


HIS MAN WILL TELL YOU- 


that production figures in his factory are rising steadily month by 
month. The devaluation of the £ has added fresh impetus to the flow 
of export contracts and his factory is working at full speed to meet the 
demand. 

The high quality and first-class workmanship of British made boots 
and shoes are known and valued all over the world and our friend is one 
of the craftsmen whose skill has helped to build that fine reputation. 

He personally enjoys a security of employment which is a 
to him and his family. On that security he plans his future. Thus he 
is able to buy the essentials he needs, and he is a first-class judge of 
quality. 

He is a loyal and sound customer. You may market the very 
commodity he is looking for. Advertise it to him through our columns. 
He and his family are avid readers of our group of newspapers. 


) 
| 
| 


East Midland Allied Press Ltd 


Net Sabed exceed -225,000 cofoied per hue 


Member of the Audit Bureau of Circulations 
London Advertisement Manager: GEORGE JACKSON, CLIFFORD’S INN, FLEET STREET, E.C.4 
Telephone : HOLborn 3611/2 
Manchester Advertisement Manager: W. NOEL YULE, c/o HILTON & KAY, 4 WATER STREET, 
Telephone : BLA 0402 MANCHESTER, 8 
ONE ACCOUNT ONE RATE ONE MATRIX 


fad 


ONE ORDER 
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ADVERTISER'S WEEKLY 


We know many of the answers here. 
Those we don't know we refer to 
Calcutta, where we have our own office. 
A preliminary discussion on India, 
Pakistan, Ceylon and other Empire 
markets, with advertisers or hes 

agents entails no obligation. Contact 
F.D. STEWART LTD. (Hol. vi) 
8 Red Lion Square, London, W.C.1 


Over 60 years of service to the engineering 
industry 


MECHANICAL WORLD 


AND ENGINEERING RECORD 


— with an impressive list 
of subscribers and advertisers 


EMMOTT & COMPANY LIMITED. 2) BEDFORD STREET LONDON W.C2 


MANCHESTER OFFER OP GING 


STREET WEST MANCHESTER 5 


: mw) 


REPRESENTING THE 
LEADING GROUP OF 
ARTISTS FOR INDUSTRY 


ASTRAL ARTS GROUP LIMITED 


24s, Vauxhall Bridge Road, London, 8.W.1. Tal. : Vie. 5303/6 


’ POSTER SITES 
BULLETINS 


G. F. KRUSE 
LTD. 


37, Spring Stfeet, W.2 
PADOINGTON ores) 


BUTOTYPE se cr course 
\ = 


COLOUR RETOUCHING 
for the B.1.F. by expert craftsmen 


e- 


The Autotype Co. Ltd, Brownlow Rd 
London, W.13 . EALing 2691 


George Watson, proposed 


Fepauary 16, 1950 


Numbers Aren’t 


Thoughts... 


York, to 


“To Mr. Puncn, 10 Bouverie 


Street, London, E.C.4, | owe the 
text for this column. So, with a 
bow to John L. Verrinder, 


Punch's advertisement manager, 
I quote from a recent ad. on the 
front cover of ADVERTISER'S 
WEEKLY, that always interesting 
advertising magazine of Great 
Britain. 

“Here is the dialog: 


Toby: Sirt Here are the 
facts, Sir, which show .. . 
Punch: Aye, Toby? 


Toby: Why Sir, here, I say, 
is a Survey, an Analysis, an I- 
know-not-what-a whole regi- 
ment of figures to prove .. . 

Punch: that a multitude 
read us—as all men know. 

Toby: Sir, do you scoff at 
Surveys? 

Punch: Nay, Toby. They are 
very well. They show care, Sir. 
They show diligence. They are 
very well. 

Toby: Sir? 

Punch: They are the polished 
bones of fact, Toby. Where 
is the meat? Your survey 
counts a man’s skull and thinks 
to record his judgment. We 
sell, Sir, and cause sales to 
be made, because we have the 
wit to entertain and the skill 
to influence—which those who 
advertise with us have the skill 
to see and the wit to employ. 


Toby: Then a fig for figures, 
Sir? 
Punch: Not that, neither 


Numbers are respectable, 
Toby 


Mr. 
But Geniality is Lrresist- 


ible. Let us take a walk down 
Bouverie Street. ; 
“Some of the more patient 


readers of this column know I 
have written a lot about research 


nch advertisement in ADVERTISER'S WEEKLY inspired 
» president and publisher of Printers’ Ink, 
‘write for his January number the leading 
, headed “Numbers aren't 
It will be appreciated as a wise and pertinent 
the readership survey controversy. 


reproduced 


in the past few years. I am afraid 
that Mr. Punch has said more in 
a few dozen words than | have 
been able to say in a few thou- 
sand. 

“I wish somebody would en- 
gross on parchment, frame and 
distribute to all the leading adver- 
tisers and advertising agencies 
the text, ‘Your survey counts a 
man’s skull and thinks to record 
his judgment.’ 

“Il have seen many so-called 
yardsticks to apply in judging 
the value of research. Some of 
them were five-point yardsticks, 
others had twenty points. But, 
for my money, Mr. Punch's one- 
point yardstick says all that the 
others do—and a little bit more. 

“The survey that contents itself 
with counting the skull is all right 
if skull-counting is what you are 
after. And there are plenty of 
times when a skull count may 
serve the purpose. 

“The trap that catches too 
many users of research today is 
the one that makes them think 
that the skull count is a record 
of judgments. 

“Skull-counting is a fairly easy 


job. It may take time, yes, to 
decide what kind of skulls to 
count, and where to look for 


them sometimes takes quite a lot 
of creative thinking. 

“But the survey that first 
counts the skulls and then looks 
inside t6 see what is going on 
there requires creative imagina- 
tion to build and creative imagin- 
ation to understand. 

“Thank you, Mr. 
Mr. Verrinder. It will be a plea- 
sure to walk down Bouverie 
Street with you.” 


Punch and 


“BUY IRISH” CAMPAIGN IN EIRE? 


Replying to the toast of 
“Industry and Commerce” at the 
annual dinner of the Irish Asso- 
ciation of Advertising Agencies 
in Dublin recently, the Irish 
Minister for Industry gnd Com- 
merce, Mr. Daniel Morrissey, an- 
nounced that he hoped to be in 
a position in the near future to 
call on advertising agents to show 
their skill on a campaign to break 
down the prejudice which existed 
among many people in favour of 
imported goods over the home- 
produced article. 

The President 
Chamber 


of the Dublin 
of Commerce, 


toast of “The Association,” and 
Mr. Sean Lynch, responding, saic 
that during the 25 years of the 
Association’s existence a great 
deal had been done to educate 
manufacturers to the value of 
advertising. 

Mr. Brian D. O’Kennedy pro- 
posed the toast of “Our Guests 
and the Press,” to which Mr. 
Sean Lemass, managing director, 
Irish Press, and Mr. H. L. E. 
Priestman, Canadian Government 
Trade Commissioner responded. 

Mr. C. E. McConnell presided. 

Scott-Turner & Associates Ltd. 
are moving to 17/18 Dover 
Street, .W.1, 
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With the Newspapers 
which the area knows 
best and respects most 
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154, Fleet Street E.C4 
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ADVERTISER'S WEEKLY 


IN A DEMOCRACY you 
are supposed to vote for a 
man, not for a party. And 
you probably believe, as I do, 
that it is in the national interest 
that there should be people in 
Parliament who know something 
about advertising and could, if 
necessary, State its case with 
some authority. You are there- 
fore perfectly entitled to take 
pleasure in the fact that the ad 
vertising profession is so well 
represented among the election 
candidates 

I write this without any party- 
political implications Some 
weeks ago, ADVERTISER'S WEEKLY 
published a list of some twenty 
advertising and publishing men 
who are now standing for elec- 
tion, and | personally was glad to 
see that all the main political 
parties were represented in it 

Also, thank Heavens, it is not 
my job to act as a one-man 
Gallup Poll. Most of the ad-men 
candidates who have been able to 
snatch a. few moments to talk to 
rhe ‘ave wisely refrained from 
expressing an Opinion as to their 
chances. The fact that so many 
constituencies have been split up 
to form new ones makes prophecy 


ainly Personal— 


By CONTACT 


even less profitable than it other- 
wise would be 


ee ee 

FOR THIS, and other reasons, 
Harrow is a battleground of 
particular interest. Two notable 
advertising men are fighting under 
the Conservative flag Harrow 
consisted of two divisions, respec- 
tively Conservative and Labour, 
of which the West was Conserva- 
tive and the East Labour. Har- 
row Central has now been formed 
out of two East wards and three 
West, and it is here thaf F. P 
Bishop is a protagonist in a 
three-cornered fight. No need for 
me to dilate on Bishop's fine work 
for advertising and publishing 

A lucid and persuasive speaker, 
he can be relied upon to state 
his case to good effect The 
municipal election results sug- 
gested a swing towards Con- 
Servatism in the area~-though 
municipal elections are notori- 
ously unreliable pointers to 
general election results! 


a oR 
IAN HARVEY has a tough fight 
on his hands in East Harrow 
where, last election, Labour had 
a majority of some seven thou 


to the South 


Keep these newspapers at the 
top of your Advertising appropri- 
ation and enjoy the benefit of 
INCREASED SALES. 


THE 


EVENING NEWS 


PORTSMOUTH 
NET DAILY SALE 107,344 


and the 


HAMPSHIRE 
TELEGRAPH & POST 


NET WEEKLY SALE 27,567 
A formidable combinatio 


LONDON OFFICE : 85 FLEET STREET, E.C.4. 
Members of the Audit Bureau of Circulations since 1932 


Telephone CENtral 2845 
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Greenwood: Simms: Rodgers: 
* “Bloody but Is fighting A good 
unbowed” Cripps chance 


sand over the Tories. Of the two 
wards that have gone to form 
Harrow Central, one was Labour, 
one Conservative Once again, 
the Communists have butted in 
to make a four-cornered fight. 
All the same, Harvey feels he may 
just get away with it 

From 1945 he has been an active 
speaker for the Conservative 
Party; failed to win the Spel- 
thorne division of Middlesex in 
1945; was “by-clected” to Ken- 
sington Council in 1947; and went 
to the L.C.C. for South Kensing- 
ton last year 

Professionally, he is, of course, 
a director of W. S. Crawford 
Ltd 


Se OS 


WITH A LONG and honourable 
record both for advertising and 
for Liberalism is Sinclair Wood 
(director, Pritchard, Wood & 
Partners). For the former he has 
been for several years a council 
member of both the Advertising 
Association and the Institute of 
Incorporated Practitioners in Ad- 
vertising; for the latter he was 
chairman of the Liberal Party's 
publicity committee, as well as 
doing much other yeoman work 
He contests Slough and Eton 
(last election: Labour: 25,711; 
Conservatives: 23,287, Liberal 


= = 

IT IS a signal honour for R. E 
Simms (managing director, Mer- 
ritt Advertising) that, at the age 
of 36, he should have been pitted 
against such a redoubtable op 
ponent as Sir Stafford Cripps at 
East Bristol, where last election, 
in a straight fight Labour scored 
a 19,000 majority. This time the 
Liberals and Communists are also 
in the field 

Simms, who has been speaking 
for Conservatism since he was 
twenty, was with D. J. Keymer 
& Co., Ltd., before the war and 
joined Merritt's in 1945 


x * * 


TWO OTHER men with “plenty 
on their plates” are Colin W 
Turner and J. M 
Greenwood The former, a 
director of Colin Turner (London) 
Ltd., the newspaper representa- 
tives, is fighting the reconstituted 
East Enfield division Labour 
won Enfield last time with a big 
majority But Turner—whose 
spirits even severe war injuries 
could not quell—is undismayed 


Carstairs 


He finds that people are much 
more undecided than they used 
to be. Also, the labour troubles 
at Brimsdown and at Enfield 
Lock have not done the Labour 
cause any good, he feels 


2. 
“BLOODY but unbowed” is that 
phrase that inevitably springs to 
mind where Greenwood's elec- 
tioneering activities are con- 
cerned. Southwark, which he is 
contesting, has been formed out 
of three divisions, all of which 
were Labour. Me has taken part 
in at least eight elections, person- 
ally contesting three Parlia- 
mentary and one L.C.C. and if he 
does not win this time he will 
fight again! Each time he finds 
his following increases. He is 
also a Freeman and Liveryman 
of the City of London, a J.P. 
and, of course, managing director, 
James M. Greenwood (Advertis- 
ing) Ltd. 


2 2 

THE CHEERY Greenwood 
would be the first to agree that 
John Rodgers (director of J. 
Walter Thompson) has a rosier 
chance at Sevenoaks. Last time, 
the’ Conservatives won with a 
goodish majority a division tradi- 
tionally Tory; the fact that Mr 
Churchif!l spoke for Rodgers on 
Saturday won't have done him 
any harm; and he has a fine or- 
ganisation, of which he speaks 
in glowing terms 

At Oxford he was president of 
the Keble College Debating 
Society; he held down a number 
of important official jobs during 
and since the war; and 1s a mem- 
ber of the B.B« Advisory 
Couneil—and a keen champion of 
trade unionism. 


WEEKS WISECRACK 


~ 


“Tell the Art Director I'd 
like him to design a really 
distinctive X for me to 
put on my voting- paper.” 
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a few figures of interest... 


RADIO TIMES 


A.B.C. Average weekly 7 092 280 
net sales 1948 5 y 

A.B.C. Average weekly 7 765 3b 
et eee FOG <a a + se j j 

AN AVERAGE INCREASE OF ... 673,081 


per week 


The Average weekly figure for JANUARY 1950 is well over 


- 


* ADVERTISEMENT RATES ARE STILL BASED ON 7,000,000 


ONE INSERTION IN THE RADIO TIMES 
IS ANATIONAL CAMPAIGN FOR A WEEK 


: Advertisement Department, BBC Publications, Broadcasting House, Portland Place, London, W.1 
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Aavertioins, 
SERVICES ¢ SUPPLIES 4 


Just what you want — wher you need it 


PHOTOGRAPHERS 


SILK SCREEN PRINTING 


SILK SCREEN PRINTING 


A.C.K. WARE 
(PHOTOGRAPHS) LTD. 
Photographers to leading advertisers 
and industrialists, m COLOUR and 
BLACK AND WHITE (MET 0836 


Pomeroy House, Basinghal! St, London, E.C.? 


SILK SCREEN 


MIDDLETON & MELLOR 


PRINTING 
Advertising Mirrors 
Showcards ~- Posters 


Displays & Exhibition 
Stand Construction 


38 Bridgewater Street 
Deansgate, Manchester 3 
BlAckfriars 3315 


YOU want the 


PERFECT 


SILK SCREEN 


149 WARDOUR STREET 


ADVANCE 
PUBLICITY LTD. 


DISPLAY ARTISTS 
AND 
SILKSCREEN PRINTERS. 


LONDON, W.! 
GERrard 6236 


SCREEN PRINTED 
POSTERS 
FG 1) WINETY gre SHPeT 
SI 


AY GIA yY OO 


DORES 


"2 TOPPING STARE I 


ASSOCIATED 


ARTCRAFTS Ltd. 


PLENDER PLACE, CAMDEN TOWN, H.W.) 


EUSton 14167 


EXHIBITION | 
STANDS 


WINDOW © 
DISPLAYS 


INTERCHANGEABLE 
METAL LETTER SIGNS 


SILK SCREEN 
PROCESS PRINTING 


W. A. FORTENS, A.R.P.S. 
COMMERCIAL & INDUSTRIAL 
PHOTOGRAPHER 
STUDIO HOUSE, FARFIELD 
KIDDERMINSTER Kidderminster 3042 


DISTANCE NO OBJECT 


MATIACOL 


SILK SCREEN MATERIALS 


High Lane, 


Silk Bolting Cloth, 
Cotton 
etc., for Screen 


O'rgandie 


Process Printing 


GEORGE HALL 


(Stockport) Ltd 


Phone: Disley 5! 


ROBERT P. HYMERS LTD. 
ARTISTS & PHOTOGRAPHERS 


Phone | MAYfair 6768/9—EUSton 3278/9 
Grams: MATTACOL, PICCY, LONDON 


PRIM 


Nr. Stockport 


PHOTOGRAPHERS 


morland ; 
BRAITHWAITE Ltd. 


A COUNTRY-WIDE PHOTOGRAPHIC 
SERVICE. industrial Commercial 
Colour Films . Aerial 

Architecture 
975 STRATFORD ROAD, BIRMINGHAM, 28 
Telephone No. Springfield 2271 


STUDIO LISA LTD 


30 FLEET STREET, EC4 


COMMERCIAL 
PHOTOGRAPHERS 


THE LARGEST LIBRARY OF STOCK 


ADVERTISING PICTURES 


CEN 7640 


BARNABY’S 


LIMITED 
Mustrative Photography in 
Black and White anc Colour 
for a! advertising purposes. 
Food and Cookery subjects 
prepared in model kitchen 
in studio. Department for 
good class copy printing. 
Photographic library. 


10/11 Station Buildings 


New Bridge Street, E.C.4 


CENtral 7200 


PHOTOGRAPHY FOR INDUSTRY 


NION ROAD SHEFFIELD 


PHONE 52696 


COMMERCIAL ARTISTS 


FASHION 
ARTIST 


MARGARET JACKSON 
104 Stainburo Crescent 
Leeds, 7 


f 


ut 


IN ALL FORMS 
Members inst. Brit. Photrs 


93 POWDER MILL LANE, TWICKENHAM 
MIDDLESEX FEL 3083 


ress Illustrations 
USTRATIVE PHOTOGRAPHY 


TECHNICAL ILLUSTRATION 

Exploded and cut-away perspectives in 

line, tone, etc., for instructional, spare 
parts or advertising purposes. 

A Specialist Service for the engineer 
M.T.D. TECHNICAL ART SERVICE LTD. 
11 Pear Tree Road, Derby 
Phone Derby 46250 Grams Extruded Derby 
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Tour Plan For 
Colonial Show 


A touring. version of the 
Colonial Exhibition, which was 
attended by over 500,000 visitors 
in London last summer, is now 
being prepared by the Central 
Office of Information for the 
Colonial Office. The Secretary 
of State for the Colonies, Mr. A. 
Creech Jones, M.P., has invited 
the co-operation of the civic 
authorities in eight, major cities 
in England, Scotland and Wales 
in arrangements for a tour which 
will last from May to December, 
1950. 

The Exhibition will visit each 
city for from two to three weeks, 
and it has been proposed that the 
first week should be celebrated 
as a “Colonial Week” on the 
lines of the “Colonial Month” 
held in London last year. 

Cities and provisional dates 
are Southampton, May; 
June; Cardiff, July; Liverpool, 
August; Glasgow, September; 
Newcastle-upon-Tyne, October; 
Bradford, November; Birming- 
ham, December. 


Radio Exhibition 
For Birmingham 


The radio and television exhi- 
bition to be held at Castle Brom- 
wich, Birmingham, from Septem- 
ber 6-16, is to be the 17th 
National Radio Exhibition. Pre- 
viously the exhibition, which is 
being organised by the Radio In- 
dustry Council on behalf of the 
British Radio Equipment Manu- 
facturers’ Association, has been 
announced only as a radio and 
television exhibition to be held in 
the Midlands, and not as the 
National Radio Exhibition. All 
previous National Radio Exhibi- 
tions have been held in London. 

The Exhibition Organising 
Committee, under the chairman- 
ship of Mr. F. W. Perks, is sub- 
stantially the same as that which 
organised the last two National 
Radio Exhibitions at Olympia, 
London. 


B.F.M.P. Issues 
Handbook 


Service for a+ Service Industry 
is the title of a handbook which 
has now been issued by the 


British Federation of Master 
Printers 
Facts and figures, objectives 


and qualifications, the joint in- 
dustrial council, and the publica- 
tions issued by the B.F.M.P. are 
among the subjects dealt with. 
Particularly useful is the section 
“You are the Federation,” which 
describes, with diagram illustra- 
tion, the link between members 
and the Associations, the 
Alliances, and the Federation, 
and the method to be adopted 
when seeking help, advice, or in- 
formation. 

The booklet is handsomely 
printed and bound in 10 in. x 
74 in. boards. Further copies may 


| be obtained from Alliance offices, 
| at 2s. 6d. post free. 
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CLUB NEWS 


(Continued from page 263) 


Little Thought 


On Transport 
Advertising 


“Advertising agents are all 
experts in the choice of the Press 
media, the presentation and lay- 
out of advertisements therein, 
selection of positions and the 
use ,Of colour, particularly in 
Magazines, but by comparison 
little thought seems to be given 
to the production of advertise- 
ments and the selection of sites 
oh the transport system,” said 
Mr. S. S. Wheeler, commercial 
advertisement officer, British 
Transport Commission, when he 
addressed the Bristol and West 
Publicity Club on Monday. 

“One can produce an excellent 
16 sheet poster for display on a 
street hoarding. the colouring of 
which is quite unsuitable for the 
artificial light of an underground 
station, and vice versa,” he said 

“Certain very well-known 
national advertisers have learned 
that whereas one possibly cannot 
tell a detailed story in an ordin- 
ary l6-sheet, one can very use- 
fully do so in a 16-sheet poster in 
a cross-track position on an 
underground station where the 
public stand for, say, three or 
four minutes. Even so, very few 
ensure that the reading matter is 
easily legible, even from the edge 
of the platform 

“We have a number of adver- 
tisers who place an order for 
double crown posters to appear 
concurrently on underground 
Stations and the backs of buses, 
the first being static sites dis- 
played mostly at eye-level, the 
second being highly mobile dis- 
played at a height of, say, 12 ft 
Both require a different copy 
treatment, but invariably the 
same copy is used. Many adver- 
tisers using the extremely valu- 
able sites on escalators appear to 
forget that the passenger 1s mov- 
ing at two or three miles an hour, 
and so much better use could be 
made of the advertisement by 
emphasising the message, than 
filling it up with details which 
cannot be read 

“One very well-known firm of 
London advertising agents 
recently placed 1,000 roof card 
advertisements in underground 
cars, the colour treatment of 
which, when subjected to artificial 
light, made them quite illegible 
even from a couple of yards 
away.” 


Mr. Therm Stays 


The Gas Council has pointed 
out, to remove possible misunder- 
standing, that the subject set for 
the Regent Advertising Club 
Goodenough Cup competition (an 
advertisement layout incorpora- 
ting a new symbol for the gas 


industry) does not indicate that | 


Mr. Therm is to be replaced. 
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Aaverltemns; 
SERVICES ¢ SUPPLIES 


Just what you want — wher you nted Tf 


COMMERCIAL ARTISTS 


SPECIALIST SERVICE 


IN PERSPECTIVE DRAWINGS AND 
ALLUSTRATIONS OFFERED To 
STUDIOS, AGENCIES & MANU- 
FACTURERS 
Subyects covered 
INTERIORS & FURNITURE PERIOD 
OR MODERN, STILL LIFE, INDUS- 
TRIAL SUBJECTS, DISPLAY ETC 
ty experienced § Artist-Designer 
R. L. TUMELTY 

DA. (MIC), LSA an all 

44 SPRING GARDENS, 
MANCHESTER 20 Tel. > remy #1) 


/ 
MACHINERY - 
FOOTWEAR - ‘oft 
FASHION “ft 4 


Mess 


LAYOUT AND 
IDEAS FOR 
ALL PURPOSES 


Good art work 
quick service 
fair prices ... 
RETOUCHING - LINE 
LETTERING - LAYOUT 
DESIGN - PACKAGING 
SCRAPERBOARD 
TECHNICAL DRAWING 
ala DESIGN 


SELLAR’S SERVICE 


2 Boswell St, W.C.1 - Hol. 548 


FREE LANCE 


KATE HALL 
would Whe those who 
know her work to 
mote that she & now 
PREE LANCING a 
22 Abercorn Place, 
Telephone 


Leadon, NWS 
CUNaingham 6357 


MARKET RESEARCH 


MARKET RESEARCH 
individual Surveys 
Prepared by 


WALTER WYNN & COMPANY 
40 ST. PETERSGATE, STOCKPORT, CHES. 


PROCESS ENGRAVERS 
SUN ENGRAVING Co. Ltd 


ene | equipped to desi with large 
ress Campaigns throughout 


ENGRAVING 


ADSETTING ‘ 
STEREOS . 
ELECTROS . 

‘ "Phone: TEM 825! 


BLOCKS & DIES 


BRASS BLOCKS & DIES 


Braw Mocks for Foil blocking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Stee! dies for metal 
NOBSBS & AYCKBOURN 
14 CLERKENWELL GREEN, F.C! 
CLE. 6474 Est. 38 years 


PUBLISHERS 


CHORLEY & LEYLAND 
LANCASHIRE 
Advertise in the Weekly Newpaper that 


circulates in over 80%, of the homes in 
this prosperous locality 


The 
CHORLEY GUARDIAN 


and 
(LEYLAND ADVERTISER 
ABC 17,06! Dec. '49 


34 MARKET STREET, CHORLEY 
30/32 FLEET STREET, E.C4 


DISPLAYS & EXHIBITIONS 


FOR DISPLAYS. EXHIBITION STANDS. 
SIGNS, BULLETIN BOARDS. 
designed, constructed, installed, by 
experienced organisauion with 4 
mame for high-class prod 


ADVERTISER'S WEEKLY 


SHOWCARDS 


DESPATCHING 


SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 

€. CHRISTIAN & CO. LTD. 

10a De Beauvoir Square, N.! 

Clissold 3463 


PROCESS SUPPLIES 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 
FOR AN 
INDEFINITE PERIOD 
Semple to use and very economical. 
Small semple supplied on request 
THE S.D. SYNDICATE LTD. 
44 EARL 5T., FINSBURY, LONDON, £.C.2. 
1 , 
pisworscare issob coe, 


6811 6812 =» 
700! 


COTTISH STUDIOS & ENGRAVERS 
vque’& complete serene 
COMMERCIAL ART 
PHOTOGRAPHY 


“ & BLOCK.MAKING 


to Northern & Scottah advertisers 


1% CLYDE ST. GLASGOW 


GENERAL PRINTERS 


your problem 
iS OUR BUSINESS! 


We have the plant, crafts- 
men and enthusiasm for 
high-class trade printing 
Why not talk over your 
print problem with us? 


F.W.WHITE& CO 
Trade Letterpress & Litho Printers 
ALBION HOUSE, NEW NORTH ST 
THEOBALOS RD. WC! MOL 9491 


Consult 
COOK'S DISPLAY 
UMITED 


PRODUCTIONS 
PARK 665234 


SIGNWRITING 


EXCISE THE EXES FROM 

EXHIBITIONING AND - 
WINDOW DISPLAY 

20 years of experience in making and 

buriding stands and window display unvts 

DISPLAD LTO. 

Manchester, |5 


SIGNWRITING & MAKING 
Sigrwriaing © Signs Manufactured 
Pictoris! Work . Showcards 
Silkscreemng Printing 

All enquirves to 


IMPERIAL SIGNS 
(Martington Publicity Led | 
(Ola Hartington Ad., Londen, 5 ws 
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ADVERTISER'S WEEKLY 


TO ALL ADVERTISERS 
“THE SCREEN SPEAKS” 


‘ TWENTY-ONE YEARS OF TALKING PICTURES’ 


THE ONLY THE ALL THE 
COMING | BOOK) FILM stars 
OF AGE OF THE, WILL BE 
PARTY YEAR THERE 
This handsome and beautifully designed book of 180 pages 


in art paper, overall size |! = 84 will be released for sale 
Sept. 30th. - colour — black and white 


- BOCK YOUR SPACE NOW - 


The Stars will remember and so will 
the millions who follow their course 


SIMMATH PRESS L™ 


DETAILS DESIGNERS AND PUBLISHERS RATES 
SIMMATH HOUSE - DUNDEE 
Votes Somdhing 


aout BARS 
COLOUR 
PRINTING 
hal wmuends br 
frat A Prt 
Liuye cof 
PERRY 
Cotouiprint Ltd 


PHONE VANDYKE 2553 


The Artist’s Touch 
can be sure of 
Rowney’s Water Colours 


For 160 years, the House of Rowney 
has served the practising artist in all 
his needs. These have been years of 
steady achievement in pursuit of the 
same pelicy—to produce materials 
that meet the highest standards of 
purity and permanence, abetting the 
srtist’s skill by their ease and con 
venience in use, their sympathetic 
response to the demands of individual 


style and technique 


Panels of artists have been con- 


sulted for advice; more and more 


rigorous tests have been devised to 


ensure dependability; chemical 


analysis and research have played a 


=s- tas continuous part. The result is a range 
oe Artwork 2 "ZF | of unsurpassed artists’ materials, each 
: e : one true to its task—and to the 


famous name it carries 


ask for ’ 


— ADELPHI ARTISTS 


ul Buckinghan Street 4 fa 


TEM. 2588 


‘s aes : for the finest artists’ materials 


POSTERS GEORGE ROWNEY & CO. LTD. 


10-11 PERCY STREET, 
& SHOWCARDS 
Hendwritten or ‘th Screened LONDON, W.1 


pou ELPS 


PUBLICITY 
|, NEELO PARADE, WEMaLEY 
Tel: WEM,. 3366 and 2939 
Telegrams : “ Publicity 


eee 


Wembley 


wn 
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MEDIA SPACE RECORD 


London 
Mornings & Paes ana 


For week ending Sunday, February 12 


SPACE IN COLUMN INCHES 


- width ate a 
Evenings (omches) Display Classified Financial TOTALS 
Daily Express “4 22 = if 2.109 86 33 2,228 

Daily Heraki .. 44 @ « HY 1.792 67) J84 1388 
Daily Mail “6 22 x if 2, 2804 119 33 2.4525 
Daily Mirror 72 15™* Icy 1430 24 7 1,461 
Daily Telegra: “8 2x2 BSS) 1 atey 1924 2,786) 
News Chronic “4 mst 1,798 430 33 2.181) 
The Times 70 22x 2 1,202 1,887 4704 3,506 

| Evening News a 22 1 1404 1,124 Ww 2.538 
Evening Standard 2 Sx | 1,459 e684 a 2,123 
Star 72 ist “ee 1.238 4224 8 L664 

| Sunday Papers 

| News of the World 10 22x Ih 485 a4 5 até 

| Observer 10 2x2 496) 70 27% 519 

People 0 i9 =x 1)f 45359 Ss 4584 
Reynokis News 10 2x i 508 10 _ 5\8 

| Sunday Chronicle 0 | 2x I 585 3 54 504 

| Sunday Dispatch 0 22 x 1 in 27 6 $32 
Sunday Ewpire News 10 - i ae 595 4 Se 6034 

| Sunday Express 10 22 =x 1 4844 3 Ss) Sos 
Sunday Mail ~ 1S x 1 5H) 7 7 S44 
| Suaday Mercury 20 iS «x 1 486 45 7 $38 
Supday Pictorial 20 13x 1 So - 7 513 
Sunday Sun . 10 2 x 1 631 12 =_ 645 
Sunday Tires 10 | 22x 2g or Ij 47i 96 ea] S45 
Western independent | 16 i7 x if 641) si) — U 723 
. . . 

| Provincial Mornings 

| 

| Aberdeen Pres & Jol, 36 2a«t 1,022 i, 160 | 12 |) (2294 

Birmingham Gazette 42 22 = if 621 fries $5 1,642 

| Birmungham Post a2 2ax 2 878 1,722 2 2,672 

| Glasgow Daily Record 72 iS « | 1,246 390 7 1.643 
Maachester D. Dis “0 22 «x ij 1,491 352 i 2.084 

| Manchester Guardian 5s 23 «x 2} 875 2,535 9) 3,507 

| Newcastle Journal & 

North Mail i) 22 " 1,143 a) 4 |} 2045 

} Shefheld Telegraph so 22 x 1g Sail 1,045 22 2,057 

| Western Daily Press 38 25)» 2 778 2,477 25 3,280 

freee ; 

_ Provincial Evenings 

Aberdeen E. Express ” 1,540 alo - 2,350 

| Belfast Telegraph “4 4.902 1,750 12 5, 

| Birmingham E. Des 4 1,534 1,779 ul 3,324 

| Birmingham Mail 42 ee 2.7% 3.716 
Bolton Evening News in 1,093 1.64 2,787 
Bradford Tel. & Argus 38 1,243 1,087 7 2.947 
Coventry E. Telegraph 72 1,795 1,371 4,571 

| Eastern Evening News 76 1574 oes 2,238 

| Edinburgh E. News 44 200 2,322) 3,522) 

| Glasgow EB. Citizen 34 as? 1.08! 1,938 
Glasgow Evening News 68 1,256 ae — 1,886 

| Manchester E. Chron 78 1,216 2.161 3,377 

| Manchester E News 8) 1336 728 - 4084 
Middlesbrough E. Gaz 7A 1,657 1.234 8 28 

Newcastle E. Chron 0 1,486 1,504 3yue0 

| Northern D. Telegraph 68 1.058 14ayte 2.5274 

| Shetheld Star 76 1,389 1,496 | 2,865 
W. Lanes. E. Gazette 748 1,778 i,4aee | 3,238 

| Yorkshire E. Press 36 1.619 954) ii, ' 2565 


it must be borne in mind 


when reading these figures that a large 


number of newspapers are still unable to accommodate all the display 


advertising offered them 


In many instances classifieds are still published in “A” and “B” 


copies 


occupied in one copy 


Figures given here and on the opposite page represent space 


Where spaces are left blank. it is because the information has not 
come to hand in time for inclusion. 


DISPLAY 


riestleys 


OF GLOUCESTER. 


PwONES C105, 7220: 23. LONDON we 3563 


EXHIBITION 


SILK - SCREEN 


SILK SCREEN ARTS L™ 


97 SHIRLEY ROAD CROYOON 


aoors MBE 3147-6 


MIGHEST 
CLEAN 6&5 


$ EXPRESS 4 
CRAFTS. 


DELIVERY 
THERE 15 NO SUBSTITUTE for EXPERIENCE 
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MEDIA SPACE RECORD (Continued) 


SPACE IN COLUMN INCHES 
( olwmn - — _ 


Awucteons, 
Pwbiec TOTALS 
Netwes, 
Pama ts 


up 
Blackpool Gazette a 
Herald 


Rournemouth Times _ 


Brighton & Hove Gaz at) 1s iB es Sa7 
Bucks Free Press 10 22 igs 479) 402 1254 1,067 j 
Cambridgeshire Times 

Group A) 22 =x 18 2,839) Lovee 617) 4,486) 
Chester Chronicle 10 wx? 4a 275 asu* 1,034 
Cumberland News _ 24 x Ih - 


Darlington & Stockton 
ube. 
Dudley Herald 


Eastbourne Gazette 20 14g * 1) nen 160 78 ae 
Essex Chronicle -- 16 x if SOA ue v6 900 
Evesham Journal & 
Four Shires Advtr. 10 22x 2 1 225 a7 1,059 > 
Harrogate Advertiser 10 (20) or 23=x2 7384 174 234) 1.1425 
Hastings Observer 16 yx I 802 137 122 1061 4 :. 
Herts Advertiser 10 24gx 1 4a3 471 142 1,296 i - 
Hertfordshire Mercury ” x S44 166 318 1 029 | ; * 
1, of W. County Press 10 ax 2 554 332 ie 1,084 + 
ent & Sussex Courier) 10 | 22 x 1 514 210 233 9s) Derchester Hotel - March : 
Sent Messenger 2 | 2 x= 45 18 258 1s er tel 9 - 
Kentish Times Series 10 2x 1 787 383 1395 |sas Tr wt ae 4 
Luton News & Bed- . . a 
a aeee Advertiser, 10 2 1 oo Cl 443 1800 |) (1,487 SYDNEY LIPTON with HIS BALLROOM ORCHESTRA : t 4 
iddlesex Chronicle | } FF 
| - 
“nes : oe 22 « Of 756 Sas 72 1,412 Hundreds : ; 
fens PE of Gifts for the Ladies . ; 
Reporter 8 eS +90 | we RN avr b ‘ 
Rochdale Observer 20 | 24x 2 623 6298 300) | 1,6428 TOY LINE ARTISTES FROM THE LONDON STAGE & 
Rugby Advertiser 1” 2 1 653 186 377) | a 
Salisbury & Winchester a 
Journal a | apx 4 $87 1s4 2503 | on7t Magnificent Haffle Prizes 4 
Somerset County Gaz.| 10 2a x f | as?) 29 258 | 1404 . ° : uy 
oo os 2 a J > > . . . . i . “, 
are] | Xs | sme | a | me | ee 6] FE TICKETS ; Make ap your PARTY NOW!; i : 
. Ps ~ . . ‘we -: Write today (enclosing cheque) two the Secretary, Publicity + -_ 
Rotherham Ac 1 Z2a= ft 57 . ae ) . 
dente Vooubioe vial ” ! “ac cis oe aes ; TWO GN : Club of London, Publicity seoune, Bucknall Si, W.C2 : ft " 
penes 20 7754 285i 212 | 4,284 Pd (Limited number) = Thanks Ads artis v's Weekly * q , 
Stourbndge Cty Exp 12 sao } 320 } 220 | 1,305 FORO HORROR eee eee eee eeeeeee eeeeen® 
St. Heleus Keporter 16 oe we ii4 1,107§ — - 4 
Surrey Comet lu ROS) ays 1400 1,321 4 ~. 
Sussex Express 10 | “et 122 223 1,008 . "7 va 
Walsall Observer 10 ind 4& M6 1,140 4 : 
bay ae ia] ol SB) ee THIS AUTOMATIC SECRETARY 
Wellington Journal 10 227 «(| 52 | 271 1028 . r + 
West Herts & Wattord | ' Takes Care of Your Detail and Cuts Your Work 
Observer 10 ss 393 i) 9a 3 
Worthing Herald 20 | 79 282 $3 1,074 O OTHER means will do more to , 
, ** ease your work and free you from 
Whe: than edit blished, figures main % : . 
» Poe wc there ted: ons for encin elites only petty details and many minor matters 
For this “ Desk Secretary “ is a com- 
. . ee ': 
Industrial Editors Branch Inaugurated plete desk organiser. It keeps in orderly 
form and helps you to deal swiftly and 
The newly-formed Midland Mr. Reynolds gave a talk on systematically with all your papers and 
branch of the British Association the American house magazine correspondence, and automatically re- 
of Industrial Editors was in Mr. Sharp continues as chair- minds you of all commitments and 
augurated at Birmingham on man, Miss J. A. Parkes, of Lucas matters to be attended to, , 
February 7, when the guests in Reflections ws the secretary 
- . hs ’ se ; A compact portiolic comtsining 44 expending pockets, that tehe sour 
cluded Mr. E. A. Reynolds - —— - papers flat, each pocket clearly tabbed, all arranged im classified sections. 
(chairman) and Mr. J. P. Wynn z bird the complete alphabetical ection, then sections for your daily follow. 
(secretary) of the national asso MECHANISED SILK up, followed by sections for your monthly follow-up. Ie two sizes: Footwap 
en ot . ais > 1S mm + 10 im «3 im; Quarto It im «16 in 8k 3 i, Abo with strong 
ciation . yy u 
Cla SCREEN PRIN I I G metal tray, finished te green, in Foohenp sive only, 
Mr. E. W. Sharp. chairman of 
the new branch, said whatever the Display Craft Ltd. who This Almost Human Device 
election result, relations between staged the only mechanised Sher you ail letter * paper ¢ wntil fine dealt 
labour and management would screen printing exhibit at the re oan Bh ai ee nm pk dosh ope 
need to be nursed more than ever cent Manchester Exhibition of covet. day; | Looks aficr mater lites with all your fapers systemati- 
before 4 well-run house maga Silk Screen Printing. are now " hem com i ‘ ; 
zine can do a jot for its company printing long runs of sales promo Supplies I Limited Order To-day 
and the country.” he added tion matter for many export pn oR 
Mr. Wynn said “The house markets. Recent orders include canes, Se preseat anal! socks an sy are onhantee, “ = oot be coat oe 
‘ wore of securing pour requirements 
magazine is no longer one of the printing in ¢ hinese, Tamil, Sinha they are avalable, and POST THE COUPON NOW, 
: frills of industry which can be _ lese, Spanish, French and Portu cap encase in Dees hile ie* ile as ian te 
dropped whenever the sales graph guese, also work for American ! BUSINESS PUBLSCATIONS LID. ! 
goes down.” Me added “To-day and Colonial markets 1 Street, Loudon, EC 4. 1 
it is recognised as the arbiter be- The fact that mechanisation 1 I enclose rematarce of for which please send me ! 
tween staff and management.” eliminates the use of colour * 
~ blocks. and that the process also i Desk Secretaries (F scap) at 22/6d. cach | 
obviates the necessity to mount | Desk Secretaries (Quarto) at 20). cach 
George Hall (Stockport) Ltd paper on to cardboard, enables | Desk Secretaries (I scap) with strong | 
suppliers to screen printers for Display Craft to achieve the | | metal ways at 24/- cach | 
25 years, have formed George quick results which are essential | (lactuding tax and carriage) 
Hal! (Sales) Ltd., sole agents for when dealing with export orders. | | Neme | 
the distribution of their products Display Craft Ltd. will- stage | Adéves AW 
to the silk screen industry (other another working exhibit at this | se wen eweae =o wee @ @ ww at 
than textile printers) year’s British Industries Fair | 
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ADVERTISER'S WEEKLY 


THAT another national news 
paper is considering the introduc 
tion of colour advertisements 

* * * 


THAT John Robertson, advertise 
ment manager, Scoftish Daily 
Record, has gone to hospital for 
a month's observation 

* * 


THAT Ulster Transport Associa- 
tion are to set up a public rela- 
tions organisation. J. H. Brebmer, 
chief public relations and pub- 
licity officer, British Transport 
Commission, has been giving 
advice 

* * * 
THAT Sam Heppner, Mather & 
Crowther P.R.O.. wrote an 
article, “Night out in America” 
in last Thursday's Daily Mail. 

* * * 


THAT among advertising men 
who have pictures at the City of 
London Art Exhibition are J. _ 
bh, art director, T 
Browne Ltd, “Bob” Mantel 
London manager, Pinschewer 
Films, and W, G. Briggs, chair 
man and managing director, 
Studio Briggs Lid 
* * * 

THAT Jack Younger, managing 
director, D. C. Cuthbertson & 
Co., Ltd., Glasgow, will speak to 
the Scottish Section of the Inst: 
tute of British Photographers on 
April 26, on “What | Want From 
Advertising”; and on “Advertis 
ing as a Career” to a meeting 
sponsored by Glasgow Careers 
Council on May 9 


Advertising Agents !! Send your next enquiry to 
ae ELLGRAVE CO-LTD 


eas & ERGRAVERS ON ALL CC AST ISSs mGTAL weer GLASS 
: wor AN 


We Hear— 


THAT Norman Jones, publicity 
manager, Thomas French & Sons 
Lid., paid a quick visit to Belfast 
and Dublin last week to launch 
the Rufflette advertising film 
“Hang It.” 


To mark the completion of 25 
years as secretary of the Whole- 
sale Textile Association, W. T 
Caves was entertained to lun- 
cheon, and presented with a 
silver inkstand, by the “Draper's 
Record,” “Men's Wear,” and 
British Textiles’ last Friday 
Loft to right: W. T. Caves, L. J 
Clifford, Andrew Milne. 


THAT Frank Lee, general mana- 
ger, Radio Luxembourg Adver- 
tising Ltd. represented Radio 
Luxembourg at the European 
Broadcasting Conference at 
Torquay from February 6- 14 

* * * 


THAT Eric M. Jefferson of 
Glover Advertising, Bristol, and 
a member of the council of the 
Gloucestershire Lawn Tennis 
Association, has been appointed 
Press liaison officer for the 
association 
* * * 
THAT the survey on the suit- 
ability of Bri.ish packaging in 
the Canadian market, made by 
Betro on behalf of the Board of 
Trade, is being printed and will 
be published in about ten weeks 
* * * 


THAT Ernest Simon Samuel, |6 
months-old son of Maurice H. 
Samuel, director, Cavendish Pub- 
licity Service Ltd... has just got 
his first job as an advertising 
mode!l—and not with his father’s 
agency! And 

* * 
THAT the young man’s photo 
graph appeared in the Daily 
Graphic \ast week 

* . * 
THAT Leslie A. Luke, P.R.O 
for Coras lompair Eireann 
(Transport Company of Ireland) 
is to lecture on “Public Relations” 
to students of the Public Admin- 
istration Diploma Course of the 
Civics Institute of Ireland on 
February 28 

. * * 


THAT Lyster Robinson, chicf 
Press officer, Travel Association. 
has been invited to join the 
Inland Waterways Association 
festival committee, which is or- 
ganising a canal rally at Market 
Harborough in August 
* * * 


THAT the entire print order of 
50,000 show cards and 25,000 
window banners prepared by the 
National Needle Arts Bureau for 
the National Sewing Week has 
been taken up 

* * * 


THAT a national campaign may 
be launched for the products of 
Paragon Brushes Ltd.. following 
a pilot ad. at the end of this 
month Agents are Campbell, 
George & Co. Ltd 

. * > 


THAT Peter Adshead, of Alfred 
Bates & Son Manchester office 
answered questions during the 
Incorporated Managers 
Association (students branch) 
meeting at Preston last Friday 
He dealt with services rendered 
to advertisers in return for news- 
paper commission, and also those 
additional services given by front 
rank agencies which could be 
justified only by a payment from 
the client 


Sales 


Pepruary 16, 1950 


THAT following recent visits to 


0 ughto a, 
m a na ging 
director 
W. S. Craw 
ford Ltd, 
has just re 
turned from 
Germany 
where the 
firm had an 
im portant 
branch be- 
fore the war 

* * * 
THAT W. S. Crawford now have 
associates in 52 overseas trade 
centres, 24 of which have re- 
cently been visited by executives 
of the agency 

* * * 
THAT first prize of £5 in the 
annual report cover competition 
organised by the London Society 
of Compositors has been won by 
S. A. T. MacDonald, Mather & 
Crowther Ltd 

* * * 
THAT Albert Mithado has left 
by air for Norway, Sweden and 
Denmark, where he will combine 
business with commentaries for 
Radio Hilversum of the World 
Skating Championships 

. * * 
THAT over £360,000 has been 
raised in U.S.A. to promote the 
sale of tea there 

. . * 
THAT the National Association 
of Outfitters expects its men’s 
wear gift-token scheme to get 
under way by Easter 


ADVERTISING 
DIARY 


Giascow 
Dotan 
or SHEFFIELD 
Luncheon Howard Cruse on 
Voice of the Church 
ADVERTISING Cis 
Hotel Woburn 


SPEAKING 
Cis oF 
s Livearoot Pustrcrry 
at Newcastic 


LoNpon. 
Pulicity 
Waldorf 


Cu “" or 

Sir Frederick Morgan on 

and the Phonecy Peace.” 
Hotel 6pm 

y, February 21. 

Pusticrry Ciun oF SUNDERLAND 
Speaker: Roy Lakeland 

Beemmouam) = Pusiicrry Assoc! 

Luncheon mecting. Speaker 

on Publicity 

White Horse 


INDUSTRY ASSOC 
Luncheon St 
Luckin 

Louden, Hume 
British dis 


Burlington House, W ! 
F 22 


ADVERTISING Cis 

A. E. Henderson 

Mocraphy 9 

Buckingham Street, Wl. 6.30 p.m 
Friday, February 24 

Pusuiectry 


Cus w Giascow 


j Leeps 
The Yorkshire 


‘ow SHerriecD 
Macdonald 9 on 


Tuesday . \. 
INCORPORATED ADVERTISING MAN« 
GOERS ASSOCIATION Members 
might My Agent and I.” 
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U.S. COMMERCIAL RADIO CRITICISED 


(Continued from page 259) 


responsible, or will admit that he 
is. Tne network executive says: 
rue advertiser buys the time; it 
is his programme.’ The station 
manager says: ‘My time is filled 
by the advertisers and the net- 
work. fhe advertiser says: ‘I 
want to sell goods. My adver- 
tising agency is told to supply 
me with a programme that will 
sell goods. The programme is 
the programme of the agency. 
The agency says: “The pro- 
gramme sells goods; therefore, we 
must be giving the public what 
it wants. The advertiser must 
sell goods to stay in business. 
The network and the station 
manager must sell time to stay 
in business The advertising 
agency must present programmes 
that sell goods to stay in business. 


N.T.P. PLANS 


National Trade Press is to 
publish a Survey of the 
British Furniture Industry on 
June 1 To coincide with the 
Festival of Britain, a Survey of 
the British Men's Wear Industry 
and the second edition of the 
Survey of the British Textile 
industry will appear in March 
next year 


The London Weekly Diary of 
Social Events is being purchased 
by the Board of Trade for the 
third year running, for presenta- 
tion to overseas buyers at the 
British Industries Fair 


All these people have managed 
to stay in business, but American 
“ae is a disgrace.” 

The article concludes: “Unless 

tion radio with university 
teaderahip does the trick, we can 
expect no improvement until the 
day when the American people 
rise up and hurl their radio sets 
into the streets.” 


OBITUARY 


E. G. Theodore 


Mr. Edward Granville Theo- 
dore, chairman, Consolidated 
Press Ltd.. has died at Sydney, 
aged 65. He was Labour premier 
of Queensland (1919-25) and 
Commonwealth Treasurer (1929) 
Mr. Theodore was among the 
pioneers of Consolidated Press, 
specialising in financial and 
managerial enatiers. 

* 


Mr. A. H. M. Kippen, for 25 
years secretary of John Leng & 
Co., Ltd., Dundee, has died aged 
8&4. He joined the Dundee Adver- 
tiser in 1884 and became secre- 
tary in 1912, retiring in 1937 

* * > 


Mr. E. Brown, one of the first 
members of the Racquet Court 
staff of the Norfolk Studio Ltd., 
has died, aged 73. He had been 
with the company for 40 years 
before retiring, some years ago 
Mr. Brown's last position was as 
porter. 


Legal and Gazette 


Advertisements For 
Fireworks: Dealer 
Prosecuted 


Anthony Kent gencral dealcr, of 
Chapter Road. Walworth, S.E. appeared 
at Lambeth Magistrate's Court on Friday 
acoumed of obtaining moncy through 
chegucs of orders by pretending that he 
could supply fireworks rosecullne 
counse] said that he imsericd sdverine 
ments in World's Fair and Confectionery 
Journal and received about 3,000 orders 
but supplied no fireworks, later spending 
much of the moncy on gambling 

Kemt was in custedy until 
Pebruary 15, and a number of witnesses 
were bound over provisionally to attend 
if required, at the Old Maiicy 

Prosecuung counsel said that the adver 
tisements offered fireworks on chegue or 
money order sent im advance Kem 
received a rush of orders, but the manu 
facturers refused «wo supply, so he went to 
various retail shops and purchased as 
many as he could These he repriced and 
sold at 100 to 150 per cent dearer, many 
tw people in his Own district Only one 

two people who mailed orders gm 
anything from Kent-—certainly aot moncy 

On November 2], when many complaints 


arrested 
the warrant was read 

i must have been potty 
statement he said be had spent a 
deal of the moncy on gami¥ing 
One firm sent him a blank cheque, and 
Kent filled it in for £150 
he charge states tha 


February 


Kem obtained 
through advertisements by false pretences 
money wders or chegucs from Ernest 
Fordingbridge. Harts 
Richard Couch. Smethwick 

£10; William S. Corral 

£100; Jonn Bass, Ariey 

Alice Bosnell 


. £10; Maurice May. Talke, Staffs 
George Tucker, Isle of Wight. £15 


by_ subscri 

Latdiaw Publicity 
Lanes. Harringay, N 
Nominal capitad 
Darectors: Lian Laidlaw, Eveline M 
Laidlaw and H. H. Atkins 

Rome Studio L4d.. Adveriining and 
publicity agents and specialism 

‘ 


in 108 shares 
La Badic and A. & 


companies recently reg 
ne from the Dally Register complied 
by Jordan and Sens, Lid, Company 
Registration Agents, 116 Chancery Lane 
Londen, W.C.2.) 


Me Axruun Beant: Wann, . 
ing director. British Periodicals Lid. and 
British Weekly i. £5,882 O. id. grom 
£5 428 Ss. ad 

Me. ALFEED Warpacn Caan, reured 


He left among other 
his som Alfred H 


T ired 

newspaper manager. icft £30.66" O lid 
gross, £30.016 S. Id. net 

Me. Eowasp Watton Maasron, editor 
and managing director of the er 
Cireular, left £15,520 iG Id 
£15.316 178 id. net 

Me Ivo Ospouner form 
newspaper as pone tet & i £14916 we Tt 
eros, £14 fed 


s . 
£4,155 48. 100 


START YOUR 
EXPORT DRIVE 
FROM LONDON 


Any business man who travels abroad for 
export orders will confirm that wherever 
he goes he finds The ILLUSTRATED 
LONDON NEWS. That is because this 
great paper goes in considerable volume 
week after week—into every country in 
the world. 

In The ILLUSTRATED LONDON NEWS 
you can show what you have to sell, and 
with the certain knowledge that your 
message goes—without waste—-to men of 
trade and most important of all, to men 
with power to make buying decisions. 
With the exception of ‘on the spot” media, 
The ILLUSTRATED LONDON NEWS can 
form the backboneof any export campaign. 
Many of Britain's most experienced adver- 
tisers use it for that very purpose, 


RECOMMEND THE 


ILLUSTRATED 
LONDON 
NEWS 


W. 7. COWAN, Advertisement Manager, 
Commonwealth House, New Oxford Street, London, WC. 
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ADVERTISER'S WEEKLY 


ONE MORE 
STYLE-SETTING 
ARTIST VISUALISER 
wanted by 

GEE 
ADVERTISING 
LIMITED 


Not just a footstep-follower 
but a “ style-setter *” 

and trail-blazer. Preferably 
with a leaning towards 
fashion work. Imperatively 
a man with ‘ advertising 
sense’ who can interpret 
, a campaign or copy 
theme into terms of virile 
yet elegant layout. 
Absolutely no restrictions but 
immediate and future 
prospects which such a leader 
deserves to expect. 

Write or telephone for 
appointment (in London if 
necessary) to : 


ART DIRECTOR 


Gee Advertising Ltd., Welford Rd. 
and Carlton St., Leicester 
Tel. : 65950 


TO PUBLISHERS 


We specialise in the printing 
and dispatching of establish- 
ed monthly, quarterly and 
annual publications. Send 
your enquiries to 

G. F. TOMKIN, LTD. 
5015, Grove Green Road 
Leytonstone, E11 LEY | 164-5 


fv. 


EXHIBITION 
STANDS 


MERCURY DISPLAYS LTD. 
e464. @9t23<2 


6 


| CURRENT ADVERTISING 


Fepruary 16, 1950 


Kolynos, Bisurated Magnesia, To C.P.V. 


ACCOUNTS MOVING 


To Cotman, Preatis & Varley 
Ltd.: Home advertising of Koly- 
nos dental cream, powder, and 
fixative, Kolynos shaving cream, 
and Bisurated Magnesia, pro- 
ducts of International Chemical 
Co., Ltd. from April 1, 1950 
C.P.V. have for some time been 
handling a number of LC.C. pro- 
ducts in overseas markets. This 
move concentrates LC.C. con- 
sumer advertising with two agen- 
cies, C.P.V. and C. Mitchell & 
Co., Ltd 


ACCOUNTS 


To W. S. Crawford Ltd: 
Scientific Instrument Manufac- 
turers Association of Great Bri 
tain Ltd. (campaign prior to the 
Canadian International Trade 
Fair, Toronto); and Cash Regis 
ters Lid 

lo Frederick Aldridge Ltd.: 
A. S Jenkinson, caravan builders 
and distributors. National dailies 
ind) Sundays, general interest 
periodicals, motoring Press, pro 
vincials and suburban Press. —A 
Payne & Co., Ltd., mail order 
distributors of religious requisites 
Religious and provincial Press 

fo Gee Advertising Ltd., 
Leicester Grahame Gardner 
Ltd., children’s wear; and Grange 
Fibre Co., Ltd., makers of paper 
for book binding 

fo Erwin, Wasey & Co., Ltd.: 
Player's Airman tobacco (nation- 
als) and Player's Perfectos Finos 
cigarettes (Punch) 

lo Glovers Advertising, Bristo! 
Everglaze fabrics Initial cam- 
paign will cover trade Press, 
exhibitions, and co-operative 
schemes with leading retail stores, 
in nationals, provincials, and 
general interest magazines 
South Midland Motor Service 
Lid., motor tours. Nationals 

lo Seott-Turner & Associates 
Ltd.: Caprice Ltd, corset makers, 
and A. & F. Shoes Ltd A-class 
womens Magizines 


NEW 


NEW CAMPAIGNS 


For Kia-Ora Ltd 
and magazines Agents 
Wasey & Co., Ltd. 

For Parker $1 pens, in national 
dailies and Sundays, London 
evenings, women's and general 
interest magazines, and trade 
Press, starting in the second half 
of March. Agents: J. Walter 
Thompson Co., Ltd. 

For Allinson 
bread in national dailies 
W. S. Crawford Ltd. 

For Berkefeld Filters Ltd... 
manufacturers of water filters and 
softeners, in home, export and 
overseas trade Press Agents 
T. B. Browne Ltd. 

For Mentmore Golden Platig- 
num pens and Platignum Ball 
Pointed ink pencils, in national 
dailies and Sundays, and selected 


in nationals 


Erwin, 


Wholewheat 
Agents 


general interest weeklies.—For 
Clacton Publicity Committee in 
national dailies and Sundays, and 
Radio Times. Agents: Gordon 
& Gotch Advertising Ltd. 


For Vims dog foods, manufac- 
tured by Molassine Co., Ltd., 2 in 
sc. in national dailies and Sun- 
days, London evenings, and pro- 
vincial mornings and evenings 
Agents: Partington Advertising 
Co., Ltd. 

For Church of England Build 
ing Society, in nationals.—For the 
Salvation Army Assurance 
Society, im national dailies, 
Radio Times, and = msurance 
journals.—For Marco Refrigera 
tors Ltd. to introduce new 
models, in Picture Post and trade 
Press.-For Mason Pearson hair- 
brushes, in national dailies, 
women’s journals, and illustrated 
weeklies and monthlies. Agents 


Frederick Aldridge Ltd. 


~~ ” 
Film Tie-Up For 
Four Seasons . 
al . 
Fruit Squash 

A tie-up with Metro-Goldwyn 
Mayer Pictures Ltd. and A.B.C 
Theatres in connection with the 
new film “Neptune's Daughter” 
has been arranged for Citrus 
Products Ltd.. makers of Four 
Seasons fruit squash, by 
Greenly’s Ltd. A contest to find 
Britain's Neptune’s Daughter is 
being held in local and district 
heats, with a national final at 
Prestatyn Holiday Camp, North 
Wales. 

Concurrently a window dress- 
ing competition for Four Seasons 
stockists will begin a week before 
the opening of the film and will 
continue during the week of 
showing 

Tie-up publicity material for 
the three organisations, which 
has been designed by Greenly’s 
includes entry form leaflets for 
both competitions, double-crown 
posters, showcards in six colours 
display units, and decorative 
menu cards for cafés. Dealer aid 
advertisements are shortly to be 
released 

All ABC. theatres showing 
the film will have displays in their 
foyers, and will also show a series 
of slides, covering the competi- 
tion, during their programmes 
Window displays tying up with 
the contest have been arranged 
in all Thos. Cook & Son Ltd 
branches when the film is shown 
locally 

Prizes for the Neptune's 
Daughter competition have been 
presented by the three organisa- 
tions participating in the tie-up, 
and by American Overseas Air- 
lines, Peter Robinson  Ltd.. 
British Holiday Estates Ltd.. 
Antler luggage and others. Win- 
ners of the window dressing com- 
petition will get cash awards 


Beer By Post 


Mail order distribution of 
Flower’s Ale, which had pre- 
viously been available only 
around Stratford-on-Avon where 
it is brewed, has been started with 
4 campaign in national dailies and 
Sundays, London evenings, pro- 
vincials, general interest maga- 
zines and sporting papers. Agents 
are Gee Advertising Ltd... 
Leicester 


Which Poster Do 


You Prefer? 


Being unable to decide which 
of the two posters they have 
produced for Corset Silhouette 
Ltd. is better, R. S. Caplin Ltd. 
arranged with London Transport 
for the two versions to be placed 
near each other on escalators and 
to be numbered | and 2. On 
Monday a single 8 in. dc. was 
inserted in the Evening Standard, 
asking travellers to write and say 
which poster they prefer : 


Self-Denial Week 
Publicity 


A special scheme of § in 
singles in selected provincials 
and replacement of general ap- 
peals in nationals are features of 
the publicity campaign for Self 
Denial Week (March 4-11) which 
Frederick Aldridge Ltd. have 
launched for the Salvation Army 
Copy and design tie up with 
collection envelopes, which have 
been distributed throughout the 
country. Some firms were invited 
to denote space for the project, 
and a friendly response was re 
ceived 


. 

Press Supported 

. . . 

Safety Campaign 

“Practically every daily news 
paper in England, Scotland and 
Wales gave generous support to 
the launching of the (1950 
Children’s Safety) campaign” 
states the February issue of 
Safety News, bearing tribute to 
the co-operation received for the 
campaign. The weekly Press had 
been equally co-operative, it said, 
and reports were constantly ap- 
pearing 


* Everybody's” Folder 
Everybody's has issued a pro- 
motion folder developing the 
theme “They Write With 
Authority,” used as the title, 
which has appeared in their trade 
Press edvertising. A light green- 
grey face opens to show a panel 
in yellow, enumerating notable 
contributors during 1949 
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CLASSIFIED ADVERTISEMENTS 


ADVERTISER'S WEEKLY 


Advertising men who have joined 


SERVICE ADVERTISING 


Available only to applicants excepted since the war tell us — 
from Engagement 


Order No. 2021, uniess the ASSISTANT TO 
Situation is so excepted VER MANAGER 
COPY WRITER, ae 30 40, waned for | | ADVERTISEMENT and this is something which pleases them 
Advertising Department of weil —— of two trade journals (in London) re- 
Londe Machine Tool makers us’ A : 
we taeains chen ang age | | Serve gence wg 
write Seite — u lads ’ i 
experience amd salary to oun 006 as much as it encourages us — that 
Ad. Weekly 180 Fleer St BCS Advertiser's Weekly, 160 Fleet St., £.0.4 


FASHION CHAIN STORES sock diplay we are 
HAVE YOu man © viewaliee and plan, as Depiey 
Managcr imtallation in numerous 


AGRICULTURAL branches of display « yemes Under 


balamc pulling 


EXPERIENCE ? nen “Suina aac | @ Very happy ship 


elaborate 


HAVE YOU ALSO A FLAIR FOR Box 464 Ad. Weekly 180 Fleet St BCA 


a SPACE BL YER, for well known 
ADVERTISING & coal 
w the Me « 
PUBLICITY ? sgency's, acoommen, which inclabe 


which scnttee ‘ ‘ ‘ ‘ 

Navional and large Technical Accounts their enthusiasm—the increasing number 
Silcocks of Liverpool, the cattle food He must know the subject of media 

people, whose Press advertising has planning and space buying thoroughly 


Pa and have 4 first rate knowledge « 
been described as “outstanding.” have and technical press. He must 


a vacancy for Advertising Manager pleasing personality. an of interesting National accounts 
Age 30-40. Practical farming experience figures and detail and 
1s essential to talk to farmers—technical — Applicaticr 
the requisite caperieme will ¥ 

sresane experience, to maintain the considered. He will work in a pleasant we handle. It isa fact that 
slcock standards Office, hours, 9.30 to 4.1 no Saturdays 
Good commencing salary and pros- Cameen profit sharing «chem Write 
pects for the right man Pension (in confidence) giving full details of 


scheme Send details of previous education and experience. stating salary our business 
experience and qualifications and expected, to 


udary conuived 90 Box 479 Ad Weekly 180 Fleet St Boe 
Silcocks, cio W. S$. Crawford Led., EXPERIENCED 


29, High Heborn nen, WC" | || COnMMER CIAL ARTIST and our reputation 


ADY ARTIST. 2° 35 Soe of ote, WANTED 
required for Advertming Department © 
weiifsewn’ aug ot'Compancs vier | | C00 ALACUNDER, ricURE NoT keep steadily growin 
varied and interesting work dealing with ESSENTIAL 

wide range of commoditics Must have Corot 

had good general studio experience and 

be capable of finished icttering. Write 7 Noel Street, W.1 GERrard 3758 
giving age and particulars of cxpericnhce 


And there's another thing which captures 


A ANG DAI NS et (Ds ew 


to MARKET RESEARCH. Large Londoo 
Box 482 Ad Weekly 180 Pieet St BC4 Agency requires experienced Research And that is why 
man to er of this phase of its 
PUBLICITY EXECUTIVE een kets’ holt teen, ee bea 
gency training tet 
technical background required wide variety of investigational work He Service Advertising are looking for 
- necring firm. will be expected w plan the require 

work and ments, to prepare final 
recommendations, but 
desirable Write fully stating age reluctamt to make 


experience and salary required to checking and proving ! two more 
Secr 


ctary, paid and included in the pension 
&. a. & F. TURNER LTO. scheme 
Foxhall Works, Ipewich Box 663 Ad. Weekly 180 Pieet St bc 4 


ASSISTANT TO PUBLICITY MANA.- absolutely top-flight 


GER required by Wolverhampton firm FIRST CLASS 


Well cducated young man wit h 

trade and ,f pomupie a techincal Pack: RETOUCHING, creative men— 

ground nowledge of commercia 

i LETTERING and 

Oe Oe ee oan aban” || GENERAL ARTISTS oe 

Box 484 Ad. Weckly 180 Fleet St BC4 REQUIRED Artists (visualisers) with ideas, 
VACANCY for Call, phone or write 


JUNIOR ARTIST STANWOOD Art in Publicity Led who can tackle the big jobs and justify 
Permanency for an intelligent OF Hapengrins, SWS. WON Clee 


man capable of lettering, studio ADVERTISEMENT REPRESENTATIVE really big mone 
routine, systems, etc. Write required for sports mediums, fc y- 
programmes, cic Salary 
P Box 465 j and expenses to the 
Advertiser's Weekly, 180 Fleet St., E.C4 panicuars t Sports 
‘ Way Hend& 
EXPERIENCED ADVERTISEMENT HENdon 1934 and 3370 
REPRESENTATIVE required by old WEST END Agency has & vacancy for 
established group of Exporm journals a smart young giri for Copy Despatch 
Actively engaged in sciling and good Department. Exceliem opportunny and Teleptore for appointrrent to Mr. Tidy 
fecord cssentiai , ECs good salary for willing worker Full 
Box 483 Ad. Weekly 180 Ficet St EX | details age, cxperience and salary w 
STENT Candies ‘Leadon “Aosac Box 443 Ad. Weekly 180 Fleet St EC4 SERVICE ADVERTISING CO. LIMITED 
Quires cxperienced layout Artist SPACE SALFSMAN WANTED wih 77 Brook Street, London wi "Phone : Mayfair 1447 
previous experience Good experience on Trade Journals Good ’ ad os ” 
opportunity top salary to right prospects for advancemem im large 
man Write fully age. experience and national organisation Write brictly 
salary reguired Ww ving full particulars. to 
Box 438 Ad. Weekly 180 Ficer St BC4 Bou 478 Ad. Weekly 180 Fleet & BCS 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Exceptional 
Opportunity for 
a 
First-class 
COPYWRITER 
EXECUTIVE 


An opportunity presents itself 
in the Sales Promotion Dept. of 
a leading London Publishing 
House for a first-class Copy- 
writer Executive. He must be a 
man of resource and worth- 
while ideas. All-round experi- 
ence in Advertising both on the 
Creative and Administrative 
sides is essential. Applicants 
must not be over 35 years of 
age. Correspondence will be 
handied in strict confidence. 
Apply in writing giving par- 
ticulars of experience, qualifi- 
cations, age and salary required 
to 


Box G85S </o Streets 
110 Old Broad Street, London, E.C.2 


VACANCY 


DIRECT MALL 


308 


"APPOINTMENTS VACANT 


EXISTS in North Country 


eapericnce essential 

knowledge of design 

packaging and able to 

work through from 

Only firw class men need apply 

ond tiots prospects superannuauon 

« heme Write fully, including experi 

ence, age, and salary required Ww 

Box 470 Ad. Weekly 180 Pleet St EC 4 

Vacancy afiscs 

well-known Radio Component 

facturers for an ecxaperienced person w 

write technical and sales matter and 

organme circularsing to Wholesaiers 

R ctailers, Manufacturers Technical 

Institutes, etc. (Technical details will 
provided by firm's technicians) 

fully details experience, age 

feceived and salary sow re 


State 
salary 
gui 

Box 467 Ad. Weekly 180 Fleet St BC4 


ADVERTISING AGENCY requires man 


lt take charge of, or assist in block 
ordering and copy despatch department 

ust know Agency routine Write 
stating cxperience and salary required 


to 
Box 489 Ad. Weekly 180 Fleet St BC4 


S YOUNG MAN required 
with sound production knowledge and 
initiative, who i prepared to work hard 
with busy tcam in 
CGhood opportunity 
Write ating age capericnce 
and salary required to 
Hox 06 Ad. Weekly 180 Fleet St EC4 

W. ROWNTREE & SONS LTD., 
@ Fashion Art for their Scartx 

Age about 25: the 
a senior onc, but an artes 
hitherto held a junior pow 
considered if the ability is there 
of experience salary requuaed 
specimens of work showld be sen 
Staff Manager W. Rowntree A Sons 
tw 11°39 Westborough, Scarborough 


right man 
AMDit hens 


require 


FIRST-CLASS 
LAYOUT 
ARTIST 


required by London Agency 
Permanent position with ex- 
panding organisation Write 
giving details to 

Box 553 
Advertiser's Weekly, 180 Fleet Sc. E.C.4 


NELSON 
ADVERTISING 


require an outstanding 


LAYOUT MAN 


to work on well known 
national accounts. He must 
be young enough to have 
courage and adventure in his 
work—but old enough to have 
had sufficient experience to 
ensure a practical approach 
Salary will be determined 
purely on ability and applicants 
should state clearly their 
experience and salary required 
in replying to the 

Creative Director 
NELSON ADVERTISING 
SERVICE LTD. 


Eagle House, Jermyn St., S.W.1 


EFFICIENT LADY 


RETOUCHER, also letierer and general 


artist. required by 
variety of work 
quired 
fox 471 


studio 
High 


Interesting 
standard re 
Ad. Weekly 180 Pleet St EC4 
required for Adver- 
Agency Experience in pro- 

work, shorthand /typing Age 
Pisses write giving details of 


twung 
duction 
€ cape rience 


Box 146 Ad Weekly 180 Pleet St BC4 


PRODUCTION MAN wanted by 
meal Advertising Organisation in West 
tad doing very high quality colour 
work We would prefer a man fully 
expericnced in the ordering of colour 
Diocks, type setting and maintenance of 
schedules Ability to do neat layouts 
and adaptations an advantage Pro 
duction intelligence and a aood memory 
are of more importance than Agency 
experionce Five<day week 
Box 551 Ad Weekly 18) Flee: St Bra 

WANTED. EXPERIENCED 

finished lettering artist 

Briges 


al moUnent Studio 
MUseum “uM 


Tech 


SALES 
PROMOTION 


Applications are invited for a vacancy 
in the Publicity Dept. of an important 
National Advertiser The work 
involved will be confined to Sales 
Promotion activities and Dealer Pro- 
motion plans. The man required will 
be expected to combine a strong 
creative flair with a full knowledge of 
sales promotion routine This is a 
position for a man with ideas and a 
gift for translating them, plus the 
experience necessary tO co-ord:nate 
the sales promotion efforts of the 
various departments of the Company 
Display schemes mail campaigns. 
sales contests How-to-run-it"’ book 
lets for all schemes; all these would 
come into the picture He must be 
able to see each job through from the 
idea to its practical conclusion. Please 
send full details, in strict confidence. 
to 


Box 486 
Advertiser's Weekly, 160 Fleet S¢., £.C.4 


FEATURES 
EDITOR 


“ ADVERTISER'S WEEKLY" 
requires Features Editor. Duties 
would include: planning and 
making-up of monthly sections 
on export, outdoor, and trade 
and technical advertising; com- 
mercial films; display and com- 
mercial art, etc.; the writing of 
some articles and the careful 
briefing of authors for others. 
Newspaper training plus trade 
journal experience an advantage. 
Full particulars of age, experi- 
ence and salary required, in 
strict confidence, to 


General Manager 
180 Fleet Street, E.C.4 


ASSISTANT REQUIRED for advertising 
department of engineering firm for 
compilation of spare parts hats, instruc- 
tion books, service literature, etc Must 
have cupericice Of such work with 
engineers. West London arca. State 
age. experience, salary required, when 
free. Apply 
Box 469 Ad. Weekly 180 Fleet St BC4 


OPPORTUNITY 
for a first class 
LAYOUT ARTIST 


You are already in a job—but 
don’t let that deter you. This 
might be a better one for you. 
Write and tell us your capa- 
bilities and the type of work 
you're good at. State the salary 
you would want. 

Your letter will be treated 
strict confidence, and a reply 
will come to you at once. 
Don't wait—write now. This 
is a fine job for someone; for 
you? Our staff know of this 
vacancy. 


Box 466 
Advertiser's Weekly, 180 Fleet St., E.C4 


Pepruary 16, 1950 


CLASSIFIED ADVERTISEMENTS 


STUDIO IRWIN LIMITED 


have vacancy for 
First Class 


STILL, LIFE 
ARTIST 


5 day week, good wages, 
congenial conditions. Only 
outstanding artists should 
apply. Write or telephone 
for appointment to 

118 Chancery Lane, W.C.2 

Tel.: CiTy 217! 


INETY for 


? > OPPORTU 
young man with some practical know- 


ledge of print: to handle details of 
estimating and production control. Five- 
day week London, 

Phone LANgham 

Box 468 Ad. Weekly 180 Y Fleet St BC4 


Te cope with growing business 


GOOD PUBLICITY LTD. 


are moving into larger premises in 
COLWYN BAY and offer good posi- 
tions with plenty of scope to 
A VISUALISER with a practical 
outlook as well as a flair. Perhaps 
he can write commonsense copy, too; 
A LETTERING ARTIST who appre- 
ciates the finer points and can also 
put down a variety of slick scripts; 
2 GENERAL ARTISTS for finished 
work in all techniques; and 
A PRODUCTION ASSISTANT 
for reliable adaptations and type 
speci. 
if you can fill any of these openings 
and you want to work with the happy 
team of a go-ahead agency in a delight- 
ful part of the country, write to 
ARNOLD E. JONES, Managing Director 
95, Abergele Road, COLWYN BAY. 


works 


SSISTANT 
litho ‘letterpress concern, 


to small shop methods 
estimating and customer contact advan- 
~ wo 


ably 30-45 details. 
Box 43 493 Ad Weekly “80 Fleet St BC4 


ADVERTISEMENT MANAGER. = First 
dass keen and cxperienced man, not 
over 4) for two old established journals 
in the Building and Civil Engincering 
Industry. Must be accustomed to the 
Field and have connections Apply 
Box S00 Ad. Weekly 180 Fleet Sc EC4 


ADVERTISEMENT 
MANAGER 


FOR WEEKLY TRADE JOURNAL 
Real opportunity 
to direct small 
The post 
of space 
and by 
intelligent 


for competent man 
sroup of salesmen 
requires a good knowledge 
saicsmanship both verbal 
correspondence and an 
foresight in planaing 
future business 
Advertsing volume is good but there 
scope for great cxpansion 
Progressive publication, welcoming 
new ideas 
Basic salary and expenses, but a 
eration largely by commission 
turnover. 
Reply fully to 


Box 497 
Advertiser's Weekly, 160 Fleet St., £04 


AREA 
MANAGER 
FOR 
LONDON 


First-class contact man with 
good record for space selling 
and possessing the ability to 
interview heads of business 
firms allied to the building trades 
required by publishers of a high 
class monthly trade journal 
(over 100 pages) well supported 
by Local Authorities and ad- 
vertisers throughout the coun- 
try. Brief particulars to 


Box 490 
Advertiser's Weekly, 160 Fleet $t., £.C4 
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Pepruary 16, 1950 


APPOINTMENTS VACANT 


a STRIAL PHOTOGRAPHY Public 
Relations Copare mem of large orgenis- 


at (Londons) requires young fully- 
trained still oOperator/processor with 
experience { enlarging and 16 mm 
cine shootng and eduing Agr cultura! 
background useful Give details of 
experience and sppociniments id 


State salary expected 
Box 4% Ad. Weekly 180 Picer St BC4 


YOUNG 
ADVERTISING 
MAN 


West End Agency require 
a young man with at least 
two years production and 
liaison experience, capable 
of handling all practical de- 
tails of advertising between 
Producers, Press and client. 
To start at not less than 
£450. Write stating age 
and experience to 


Box 485 
Advertiser's Weekly, 180 Fleet St., £.C.4 


First Class LETTERING ARTIST re- 


quires Sudo expencme essential 
or write Swdio Seven Lid. 71 

High Hoibor W.C.t. HOL 9357 
PRODUCTION MAN Uunior) required 
by Old stablished Agency (Lorcon) 
Pr portunity for young man 


up for typesetting. order 
blocks and artwork, and keep accurate 

Agency experience cssential 
giving detads age and salary 


ised to 
Box 476 Ad. Weekly 180 Fleet St BC4 


McCann-Erickson 


Advertising Ltd. 


wont a 
FIRST CLASS 
CREATIVE 
LAYOUT 
ARTIST 


110 Jermyn Street, S.W.1 


Telephone : Whitehall 54/1 


See pe = me specialiamg in the 


requires ass.stant 
p ing first-class finished 
lbe work covers #lustrating 


juciog trade catalogues. label 
kaging. Exhibition and display 


o 
ckly 180 Fleet St BC4 


EDITORIAL ASSISTANT required for 
well-known usiness journal Varied 
job with interesting contacts for man 
with news sense and writing ability 
Full particulars of age. experience, etc 
in strictest confidence to 
Box S55 Ad. Weekly 180 Ficet St BC4 

FUNTIOR ARTIST, with one or two 


years’ ecxperience, required for Trans 
parent Pack = as — fac — Wet 
London meen 

Box 475 Ad “Weekly ‘i180 Fleet Ss BCA 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


VEISUALISER LAYOUT MAN with 
sound Koeowledge of type and produc 
Lon fequired by small Dut rapidly 
eapaending wade and technical age: cy 
Speendid opportunity 
amoditious young man. Agen.y caper 
cence cmcniyal Full detats of caperi- 
ence, age aod salary foquaec to 
Box 497 Ad. Weekly 180 Piet St BCs 

SECRETARY to Managing Director and 
txccutives of agency required Br gh 
intciigem, well 
agch<y capericace aod typing saorthanJ 
Goose saiary and prope. Write 
fully om confidence 
Box 556 Ad. Weekly 180 Fleet St BC4 

ay ee A AND GENERAL PUBLIC- 

ITY Good alitound man for public 
relations department of large organis- 
ation (Lonoon) Duties include plan- 
fing and carrying owt tours of stands 
Gur.og agricultural show season a5 weil 
as designing, mus be willing to avel 
Give full details of ecxperience and 
appoimments held, and state salary 
expected 

Box 495 Ad. Weekly 180 Pleet St BC4 

An interesting aod progressive position 1s 
available for a Jumor Copywriter with 
at least two yY experience 
The applicant preferred will be one 
who has a tcaning towards “‘see.mg the 
job — * rather than just providing 
ide. Opy na ls Crane Pub 

Os 3 Quality ¢ , Cha 


JUNTOR CUeY and Layout man, able to 
make own visuals. age about 25. for 
Pubiicity Department of large Periodical 
Publishers. Some journalistic experience 
an advacta 
Box 557 Ad. Weekly 180 Pleet St BCs 

LETTERING, layout. retouching artist 
to work with established commercial 
artist. Good opportunity for ambitious 


worker 
Box 472 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


YOUNG MAN with Agency experience 
secks post at Junior Copywriter. Good 
references 
Row 292 Ad Weekly 180 Pleet St BC4 

PRODUCTION MAN who has succes- 
fully we a, seeks pro- 
gressive chan 
Box S52 Ad Weekly 180 Fleet St BCs 


FIRST CLASS 


all-rounder 
IDEAS COPY ART 


WIDELY EXPERIENCED, 
highly creative visualiser 
seeks change to responsible 
post. Accustomed to execu- 
tion of finished layout 
and artwork for own ideas 
and copy. Salary around 
£750, dependent on circum- 
stances. Midlands preferred. 
Full details and specimens from 


a 8 
icity <— 
Lane, 


Box 473 
Advertiser's Weekly, 189 FleetSt., ECA 


SHORTHAND . TYPIST. Private Seo- 
retaries, Clerks, etc. If you are in 
urgett need of staff, contact Embassy 
Bureau, Excel House, Whitcomb Strect 
W.C.2 hitehall $924 We 
specalise in efficient personnel 

A PROGRESSIVE and Interesting pow 
ton required by young, knowledgcabic 
production man with useful agency 
experience. Write 
Box 488 Ad Weekly 180 Fleet St BC4 


VERSATILE 


Fashion Artist 


Fashion woman in responsible post 
seeks change to full- or part-cime 
appointment with advertising agency, 
journal or fashion organisation n 
years experience publicity, reporting 
and features. Good appearance and 
personality, wide Press contacts, first- 
rate fashion sense and creative ability. 
Box 477 


Advertiser's Weekly, 180 Fleet Sc, E.C4 


APPOINTMENTS WANTE 


RECEPTIONIST TELEPHONIST win 
comsidcratice Agency cxpeticnce requires 
pPesiton where tact and resource fulnes 
in receiving visitors is required 
Box 480 Ad. Weekly 180 Fieet St ECS | 

YOUNG MAN sccks imiiai pom in 
advertising. Keen. reliable worker with | 
imtiative 
Box 458 Ad. Weekly 180 Picet Si BCs 


1S THERE A 
PERMANENT POSITION 


in @ London Howe for an all 


knowledge of cvery sepcet of 
Advertising and Printing both a 
home and abroad 
He bas been offered an appoint 
mem in the Far East. but his 
wife wants him to stay in Britain 
in view of & pending event 
Highly thought of as Manager 
and Exccutive-« small firm with 
big problems may be imerested 
sunce cc uTeiances marke the 
salary of sccondary importance 
ae = | Box 554 at 
Advertiser's Weekly, (80 Fleet Se., £04 


we HY NCED SECRETARY SHORT 


AND TYPIST, 12 years on space 
work as secretary tO Managing Director 
of leading monthly periodica secks 
pos as Secretary of Awistam Adver 


usement Manager. Phone lemple Bar 
YOUNG MAN ()) wih personalit ; 
imitative secks & Pos 
Advertwement Representa Lor 
Box 689 Ad Vécckiy 150 Fleet St EK 4 


CREATIVE ARDIST— Situdo and Agency 
perchce HOW Hearing Hagnation on 
Lettering and Layout, secks changc 
develop Mill-life capabilities Late 
twenties - how carning an wow” 
consider reasonable offer for right job 
Box 46} Ad. Weekly 180 Picer S: EC4 
INDUSTRIAL DESIGNER, seed 20 
three years’ training cxperictce in pro 


duct and package dewen requires post 
V j 


National Service completed 
M.Cann, 83 Berkswel) Road, Birmicg 
ham 24 


WINDOW DISPLAY, exhib tion desianer 
28. with experience in fire-class con 
crete, mctal and paper sculpture, and 
ability to conceive and carry out 
Original wWeas. Looks for position with 
| Sgtre ve firm of studi 

ox S58 Ad Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


— GHLY reliable and experienced 


trade Journals Full partkulars to 
Publicte Horlogere, 4 Tour de I'ile 
Geneva (Switzerland) 


LAYOUT 


A Secure Future 
Join the Publicity Workers’ 
Association—the advertising 
trade union. You get weekly 
payments when you're ill or 


ADVERTISER'S WEEKLY 


PHOTOGRAPHIC 
PRINTS 


Any Size — Any Quontity 
Write or Phone 


PHOTOWORK LTD. 
ANDO 


LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbech 0938/9 


SS SHAREMOLDING io folly cowoped 


comme+tcial Paovograpdx 
Company) SMiuaticd chiee 
London's Wes End. available from 
weemioe partner” £600. Ideal « 


business 


getter and able © bring with him « 
ovnnecvuon Write im confidence to 
'?. co Gore Whitton & a 
¥ Cavendisn Loodoa ! 


SALES AND WANTS 


CITY COMPANY INVITE 
any | reasonable [ offers) for {the two 
machines described below which are in 
first class Condition, one brand new and 
for which the Company no longer has 
any need 

1BiS Paper Baling Machine, made by 
Usher Walker 

1.4... Shredding Machine, in a working 
width of 16 ins, to cut strips J mm 
wide, manufactured by Hornden Led, 
Dowson & Engineering Works, 
Hyde, Nr nchester 


Write stcting offer and for appointment to 
‘ view t 


Ben 49! 
Advertiser's Weekly, 180 Fleet Sc. 1.0.4 


out of a job 
SECRETARY 
143 Cranbrook Rd., iford, Essex 


BUSINESS OPPORTU 


AGENT ell cstablished for wiling 
Publicity Gifts and Advertiime N 
ties. Showcards. Dieplays. also 
work as Celluloid prnting. Emt 
Silk-screening, etc Haibro Co 
41, Brecknock Road, London 
GUL 4877/2848 


ADDRESSING UNIT for wile. for 
envelopes of other fepetiiion work 
with embowming machine for making 
stencils Edwards, 359 Euston Road 
Leodon, EUSton 4681 


MISCELLANEOUS 


EDMAR 
PRINTING METALS 


LIMITED 
Manoging Director 
€. J. HARRISON 


PRINTING METAL 
MANUFACTURERS 


LINO, STEREO AND 
MONO TYPE METAL 


Telephones 
MITCHAM 2231, 168! 


EDMAR WORKS 
MILL GREEN RD., MITCHAM 
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Tuurspay, Fesruary 16, 1950 


Advertiser's 
ee Weekly ‘e 


(45/ -overseas) 


STOP PRESS 


GLASGOW TRANSPORT 
AD. CONTRACT 


(See story page 261) 

If proposal te permit com- 
mercial advertising on Glasgow 
transport system approved, op- 
position w attack terms of 
contract, with particular refer- 
oars to whether advertisements 
ef alcoholic liquor should be 
Sitowed 

Committee’s recommendation 
was acceptance of the ofter by 
Frank Mason to make a guaran- 
teed payment to the Corporation 
of £301,000 for a five year 
per, = the basis of advertise- 

of alcoholic liquor being 
pom HA Without iiquor ad- 
vertisements sum was £270,900. 

Revenue from the under- 
ground stations and coaches 
would be additional. It was 

that advertisements on 
the outside panels «f vehicles 
would be painted or paint trans- 
fers varnished over. Interior 
v ents w trans- 


DEATH OF BERTRAM EVANS 
Bertram Evans, founder and 

editor, “Stationery Trade 
pevtew. " died in on 


ie fe loundea and was first 
editor of Review” 
reef a | —— Re- 
. view” ( , “Industrial 
NCE UPON A TIME only the Arts”; wes joint editor with 
| es i dthe rich THE ABA. TIMES x C. Farr, o “Printing Indus- 
: mi , the weighty, and the ri ae try.” Was founder 
| ; enty enty PUBLICATIONS director, Bertram Evans 
The Times. it thundered to the sade Personal 
ears of the elect. To-day The Ti LITERARY SUPPLEMENT 
| ao vie The Times | stee B.F.M.P, LAYOUT CONTEST 
rustles on bus tops and in tube trains. British Federation of Master 
Ps _ THE TIMES ——- — Layout 
i ; ‘ . ies EDUCATIONAL SUPPLEMENT Competition (1949) winners: 
It is quoted by the intelligent citizen Sie aie Geld M i seven 21) Hugh D. 
: : . Fuller, ic ress, Elem 
in every walk of lite. Because the THE TIMES BY AR Publishing Co, Lid: Silver 
; ou Medal (under 21 or those with 
nation has widened its outlook, The sacempicted ipeentares) —1 
. ; ' . THE TIMES " ene, Welling ess, 
Times has widened its circulation. WEEKLY EDITION Gale & Polden, rshot. 
To-day thoughtful men and women of aw André L. Simon, 
cl a hei THE TIMES Wine ont Food a ay, ad- 
all Classes turn ever to their co EW OF INDU dressed omen's vertising 
. ’ / Ad atdenbhe fy eae Club of London dinner on 
| of The Times tor a sober yet lively Tuesday. Thanks moved and 
: THE TIMES SURVEYS cqeentes wy = b. Ficlding. 
account of the world’s news. Occasional Publications on on vs included George Warden, 
Masters of National inseres J. H. Brebner, Edward Stuart, 


Christepher Hayes, 8. E. 
Mrs. Shelten. Miss Olive oud 
esident) referred to iliness 
Y Miss Barbara and 
Miss Ann Finney. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Lrd., at their office, at 180, Fleet Street, London, EC4. (Phone: Chancery 6844.) 
February 16, 1950. Printed ed by Staples Press Limited at their Great Titchfield Street, London, establishment. 


2 ADVERTISER'S WEEKLY | 
yr Z i! 
5 
; 
i ; 
ica 
me ay ; 7m ; a | po d ie 
cw vans - Sas 4 ae a 
ees Te - » i ee 
per a i i 
ein Ls <i in: 
“fall t= 2 A | 
$ Be che aa Mp ¢ -: | 
ae i ar ~~ SS Ae ; 
; | ie oe) ss 
ae ee ae ae a 
. i e 4 vt . lt “« 9 | 
: Dt bas eS Se : 
z a . - ie s | 
; an 1 if j aS Ne 
ae RB 1. sel ; es = hae ; 
2 ; - Ate 
3 : 4 ! & > 4 ea : 
ae J Rs a | 
" 4 in aes 
* a —— © | | 
Fe ; =efle of ts, ar | 
i . “so gies ‘ x ora : 
ion. “pee 3 a a, a ee ‘ 
ae a as ee a 
: ‘ a ee a 4 parencies. 
ci Te en — 
ve f ' By pte SS a 
ee fe ee 
; ee * ies et 
‘ ; : . eh: Ps aia ‘a 
i | : Be a ad ae a 
a es : : 
ft ie, 
ge 
a 
. i: 
al : 
: { 
x ‘| 
> ee \ 
* 
i hee 
} ta 
reat , 
ie i, 
: | j a 
/ A See eee ee ae ae a we sp a ————— f\Ls 
q a 
* 3 . . 
? “r 
_ a + ‘ “* — : GF . 33 Be =) a eT eee oie SH > * ‘4 ¥ 77 aa set : . ? The gh 
ee ca ene eee ieee a ef foe oe t bere. 
28 eae Se , cs he: ee a ee ea) Sonim 
Oy MT Tike Wan. oi) ji oo el i ee Si a , Te: ee an Se ee a 


